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No pewer on earth is so great as an idea. 
These ideas form public opinion, and public 
opinion has been the ultimate human force 
throughout history. 
JOHN W. HILL, 
Corporate Public Relations 
Harper and Brothers, 
New York, 1958, 
CHAPTER I 
INTRODUCTION 
Military historians report that at Napoleon's side 
throughout his campaigns was a Corporal selected from 
the Army by the General for one purpose, and one pur-
pose only, to read all orders leaving his headquar-
ters. It the Corporal could understand these orders, 
they were sent out; if not, they were rewritten in 
simpler terms before being dispatched, The Commander 
realized one of the keys to military success iri bat-
tle was clear and1understandable communications with his subordinates. 
This is a thesis on civilian public relations and its 
relationship with military public information. The study of 
this relationship embraces many areas and implications. The 
concern for the communications problems which exist in both 
programs in their attempts to reach their respective publics 
is foremost. Included in this study will be the comparison 
of some facets or parts of each program which correspond to 
each other in an attempt to show the strengths and weak-
nesses as they exist. Parts of this thesis are an attempt 
in a relatively new area--the Army Information Program. The 
Program as a whole has not been covered in graduate research 
other than a part of one dissertation on Troop Information 
at New York University in 1957. One major civilian study 
1Army Information School, "History of Military Infor-
mation," (A Lecture, Fort Slocum, New York, 1953). 
2 
was performed after World War II--!h! Lockhart Report;2 and 
these findings will be dealt with at length in Chapter VI of 
this effort. The Army Information Program is relatively new 
in itself with most of the activity taking place only in the 
last few years. 
Much has been written about civilian public relations, 
dating back to the idea of the divinity of ancient kings; 
the desire for, and need of public support by these early 
rulers. Authors have labored at length in an attempt to 
place in time the event that signified the first public rela-
tions activity in the world. This thes~s covers the "modern 
era" in public relations, namely, that period after World 
War II. 
I. THE PROBLEM 
Although much has been written about civilian corpo-
rate public relations, and some effort has been made in 
areas of the Army Information Program, no one has ever at-
tempted to ascertain where the correlation or comparisons 
lie between the two programs in the area of mutual communi-
cations problems. This thesis, after the essential 
2Jack H. Lockhart, ~ Lockhart Report, War Depart-
ment, Bureau of Public Relations, (June 3, 1946), (Reprinted 
by The Army Information School, Fort Slocum, New York, 
October 1955.) 
3 
background histories and definitions have been dispensed 
with will draw, correlate, and compare communications prob-
lems as they appear in these programs in an attempt to re-
solve some of these problem areas in Chapter IX--Conclusions 
and Recommendations. 
II, PUBLIC RELATIONS SIGNIFICANCE 
A crisis exists in military public relations which 
can be resolved only by creative thinking and telling, 
All branches of the armed forces must work together 
to formulate a common ph~lisophy, a sound basic pol-
icy of public relations. 
With these words, Dr, Howard Stephenson thoughtfully 
expresses a basic problem which has existed since the incep-
tion of the United States Army Information Program. Ttiis 
thesis will engage and discuss these problems in Army Infor-
mation along with ascertaining the mission for both military 
information and civilian public relations in the closing 
years of this decade. 
For more than 19 years, the United States Army has 
attempted to conduct a successful public relations program. 
The development of civilian public relations dates back 
farther to the turn of the century, yet many of these prob-
lems are mutual in nature, A great deal of confusion has 
3Graduation address delivered by Dr, Howard Stephenson, 
Chairman of the Public Relations Department, Boston University, 
to military officers in June, 1958. (Permission secured,) 
surrounded the motives behind both programs, as well as the 
techniques used in administering them. 
T~ Army's effort to build good public relationships 
and its underlying sensitivity to public opinion are rela-
tively recent developments. General Dwight D. Eisenhower 
said a few years ago: 
4 
We of the Army have lagged in our awareness of 
public relations. This attitude perhaps dates from 
the era of the Indian Wars when the Army was sta-
tioned in isolated outposts, and the military were a 
class unto themselves. I can recall when I first 
heard the term, public relations officer. So far as 
I could see the job generally consisted of scaring up 
a couple of photographers, and perhaps inviting an 
editor to t~e post in the hope that he would write a 
nice story. 
Since World War II, the program has advanced beyond 
just getting a nice story to this overall mission. Army 
Regulations state: 
••• to keep the public informed on all Army activ-
ities, excepting security matters, as the American 
public has t~e right of access tQ all unclassified 
information concerning the objectives and activi-
ties of the Army. By keeping the public informed, 
the program accomplishes the following four goals: 
enhancing the prestige of the Army, attaining public 
recognition, developing public confidence, and in-
creasing the public's understanding0of the Army's purpose, requirements and policies. 
4scott M. Cutlip and Allen H. Center, Effective 
Public Relations, (1st ed.; Englewood Cliffs, N.J.:Prentice-Hall 
Inc., 19o2), p. 417. 
ODepartment of Army, ~Regulations, AR 360-o, 
"Public Information," June 21, 1956. 
Three reasons make this communications study signifi-
cant to corporate public relations and Army Information: 
1. Few thesis efforts have been made in the area of 
Army Information and possibly some concrete con-
clusions and recommendations could be made to 
improve the program. 
2. The United States Army is most anxious to have such 
a thesis written and has offered its full coopera-
tion, 6 
3. Perhaps a good deal can be learned by both parties 
as to what constitutes an effective program with 
a comparison type study between the communica-
tions problems found in both the Army's Informa-
tion Program and programs used by corporate 
industry in the United States. 
This problem of effective communications is not a new 
one to either the Army or industry. Both have faced similar 
problems through the years, but only recently has either 
group shown any real interest in ascertaining what really 
constitutes effective communications with the public. 
Eight major communication problem areas will be dis-
cussed in Chapter VIII. The significance of these problems 
to both programs' overall mission will be throughly engaged. 
III, ANALYSIS OF AREA TO BE STUDIED 
Six major source areas were explored and used in 
this thesis: (1) Two large United States corporations have 
°Correspondence with the United States Army, Office of 
the Chief of Information, Washington, D. C. and Commandant, 
United States Army Information School, confirms this. 
6 
recently completed studies in the field in an attempt to as-
certain what constitutes a progressive, effective public 
relations program. These studies will be referred to 
throughout the thesis. These organizations, United States 
Steel and Westinghouse have been striving to gear their 
public relations programs to contemporary thinking in the 
United States. Many other organization documents are avail-
able along with these to help develop the public relations 
picture as it exists in corporations today, and will be 
cited where necessary. (2) Research into Congressional 
testimony by Army personnel on information matters will be 
discussed where appropriate, (3) Along with the standard 
accepted texts on this subject, three new volumes have been 
published: Public Re.lations ~ Associa.tions (Clark Bel ton), 
Corpo.rate P1.1blic Rel.ationa (John Hill), and Public Relations 
Principles, Cases~ Problems (Canfield). These works 
round out a large library of published texts on the corpor-
ate public relations subject (approximately 20), and make 
available an objective picture of what principles, trends 
and practices are employed by industry today. Viorks pub-
lished recently in the field of communications by such 
authors as Larassfeld, Lasswell, Katz, Kelly, White and 
Berelson round out nicely the current thinking and trends in 
comm1.1nications research and in appropriate areas these 
studies will be referred to. (4) While on active duty, 
7 
the author purposely accumulated in personal files over 100 
separate documents on the United States Army Information 
Program. These documents represent all the United States 
~my regulations, directives, circulars, bulletins, letters 
and manuals pertaining to the Information Program printed to 
date. This information is most sufficient to support this 
thesis. (5) Correspondence.with the United States Army, 
Office of the Chief of Information in Washington confirmed 
the tact that the ~my would offer its fullest cooperation 
on this project and has in every respect. Interviews were 
conducted with Lieutenant Colonel Robert Kimkor, Officer in 
Charge, Organization and Industry Branch, Office Chief of 
Information United States Army; and Major Stewart Wells, 
United States Army Information School, New York. The results 
of these interviews will be utilized and explained where 
appropriate. (6) Civilian studies on the Information Pro-
gram were adequately researched and will be reported upon 
(~ Lockhart Report). 
IV. METHODS USED 
Library research, personal interviews with military 
and civilian public relations experts, correspondence with 
the Office of the Chief of Information, United States Army, 
military installations, and selected corporations, and re-
search into personal files and Congressional records round 
out the methods to be used. 
' 
8 
V. THE .APPROACH 
As an appropriate beginning to the thesis, a complete 
definition of both military and civilian public relations 
will be given, coupled with an analysis of. the public rela-
tions programs, policies, and procedures used by both civil-
ian and military organizations. With this is included a 
complete history of both civilian and military public rela-
tions in an attempt to tie together as far as goals are con-
cerned, the broad picture of what the two parties are at-
tempting to accomplish. Many studies already completed in 
civilian industry are valuable to this thesis. Military 
regulations and directives clearly define the military pro-
gram as it exists. These will be researched, cited, and 
commented on at length. 
The United States Steel Corporation has conducted a 
research project recently on public relations activities of 
six major United States corporations in an attempt to ascer-
tain the trends in corporate public relations today. Such 
a study has much bearing as a stepping-off place for this 
thesis. Many other studies of this type are available, and 
have a bearing on this project. An analysis of this type, 
as described above defining public relations activities in 
the military and in major civilian corporations, reveals 
some interesting facts regarding communications problems in 
both areas and paves the way for further conclusions and 
recommendations. 
Since this thesis is expected to be an original con-
tribution to the field of public relations, a correlation or 
comparison chapter is included showing a breakdown of the 
essential parts of each program, civilian and military, and 
pointing up the actual similarity of the functions involved. 
Communications problems found will emerge here. 
After this breakdown of essential areas is accom-
plished, deviations and variations of the various programs 
will be discussed. Communications problems, where they 
exist, will emerge and will be discussed and resolved in 
Chapter IX, Conclusions and Recommendations. First, however, 
it is necessary to define public relations and other related 
subjects. 
CHAPTER II 
CIVILIAN PUBLIC RELATIONS 
I. DEli'INITION 
Surveys on this subject of definitions of public rela-
tions reveal a wide range or deninitions. In the way of an 
illustration, the Public Relation ~ after World War II, 
surveyed over 2,000 leading practitioners and executives in 
the country, and, in turn, received over 2,000 different 
det'.initions. 1 Finally the News accepted a definition which 
was a compromise among many. It stated: 
Public Relations is a management function which 
evaluates public attitudes, identifies the policies 
and procedures or an organization with the public 
interest, and executes a program ot action to earn 
public understanding and acceptance. 
Other condensed definitions have emerged from this 
from a "philosophy of management" to "relations with the 
public" to "the art or getting along with your relations," 
and many others. Harlan and Scott define public relations 
as simply "the art or making friends," 2 Essentially, what 
everyone in the young profession is trying to do with these 
1Glenn and Denny Griswold (ed,), Public Relations~ (New York: Vol. II, No. 2, January 8, 1948) 
2Harlan and Scott, Contemporary Public Relations, 
(Englewood CUffs, N. J.: Prentice-Hall Inc., 1955), p. 14. 
definitions is to describe an art or skill encompassing a 
"unique body of knowledge." Whether the ftprofession" has 
reached this stage, no one really know as yet. 
II. OTHER TERMS 
11 
Much confusion surrounds the differentiation in terms 
involved, Most commonly found amongst business men is the 
question of the difference between public relations, adver-
tising, publicity and propaganda. 
Cutlip and Center deal with this problem as follows: 
Public Relations - the term is used in at least 
three different senses, magnifying the confusion as 
to what it is, and is not. The term is used loosely 
and interchangeably to mean: ( 1) relations with e;roups 
or small publics, which make up the Big Public, ( 2) 
the quality or s_tate of an institution's or an in-
dividual's relationships with those publics, (3) the 
ways and means used by executives and practitioners 
to achieve satisfactory relations with these publics 
or groups. 
Publicity - the dissemination of information mak-
ing matters public from the point of view of one who 
wiBhes to inform others. Systematic distribution of 
information about an institution or an individual. 
Press Agentry - creation of publicity - worthy 
events and the use of brass bands and barkers, if 
necessary to attract attention to some person or 
some thing. 
Propaganda - the organized, systematic spreading 
of a doctrine or the propagation of an idea or a 
cause. 
Advertising - the purchase of space in print or 
time on the air to promote the sale of products, the 
acceptance of ideas, or to build in~titutional good-
will and prestige. Paid publicity. 
3scott M. Cutlip and Allen H. Center, Effective Public 
Relations (1st ea.; Eng~ewood Cliffs, N. J.: Prentice-Hall 
Inc., 1952), p. 6. 
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III. CORPORATE PUBLIC RELATIONS 
This thesis will deal primarily with corporate public 
relations in comparison with military public relations. 
Therefore, it is important to define carefully the corpora-
tion's place in the public relations picture today. 
Cutlip and Center proceed thoughtfully by saying: 
It is a simple statement of historical tact that 
American industry in a scant two years after Pearl 
Harbor wrote a new chapter in the success story of 
mass production. The main reason tor this phenomenal 
increase in production was really the industrial 
worker's sincere desire to do more and more, rather 
than less and less. The human organization really 
was the crucial factor. When the vast industrial war 
production machine was dismantled, much of the indus-
trial wage earner's emotional stimuli dissipated. 
When this happened, the only thing business men could 
see was the dangerous road to socialism. Corpora-
tions tried to reverse this "dangerous trend" with 
such campaigns as the National Association of Kanu-
tacturers' drive to •resell" the American public on 
the idea4ot tree enterprise. The campaign was a failure. 
The reason tor the apparent failure was assessed by 
Mr. William H. Whyte_ in articles in Fortune Magazine, and 
finally, in. his book, 1! Anybody Listening, because the cam-
paign was based on the fallacy that because Americans had 
criticized United States business, it didn't necessarily 
mean that they were against the tree enterprise system as 
such. 
Atter World War II, United States business became 
4Ibid. , p. 433-. 
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sincerely conscious of its failure to sell itself, and am-
barked on what has been popularly termed, "management's new 
human relations approach."·5 Also, Mr. John Hill, author of 
the latest effort in industrial public relations, claims cor-
porate management views public relations in practical terms. 
Mr. Hill develops a unique philosophy around corporate pub-
lic relations with "management's recognition of the steadily 
growing importance of public relations in the destiny of 
business enterprise in a free economy. These roots reach 
into the very heart of corporate policy." 6 
Corporate public relations means many things to many 
people. It embodies many areas and touches on many func-
tions. Its main purpose is adequate communication with its 
publics, (both internal and external), trade, customer, 
media, press, unions, government, community, to name a few. 
Its relationship with the military is mutual in philosophy 
and structure and many other areas. This mutuality is to 
be developed, discussed, scrutinized, compared, correlated, 
criticized, and finally, an attempt to reslove it will be 
made in this thesis. 
5william H. Whyte, Jr., ~~body Listening (New 
York: Simon and Schuster, Inc., 1g52 , p. 26. 
6Jo.hn W. Hill, Corporate Public Relations (New York: 
Harper & Brothers, .. 1958), p. 8. 
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IV. DIFFICULTIES INVOLVED 
A danger lies in attempting to differentiate between 
the practice of public relations in genera1 and corporate 
public relations. It is possible to resolve this partially 
by simply stating that because of the size of the corpora-
tion, the public relations problems and approaches change 
and multiply. In large businesses, different areas have 
more stress and importance placed upon them; community rela-
tions is an example. The single practitioner, working with 
many small businesses, approaches public relations in a 
different manner than his brother in corporate public rela-
tions. Their problems, and solutions are different, as are 
the methods used to reach them. In large corporations, much 
public relations activity takes place around the stock-
holder--usually not so in small businesses. 
Corporate public relations grew out of a need for 
communications between employer-employee, company-stock-
holder, company-customer, company-community, to name a few. 
This communication is~ business today in itself. The 
manipulation of this communication is the job of the cor-
porate public relations expert. 
V. COliMUNICATIONS 
For years, both civilian industry and the military 
have been striving to conduct a successful public relations 
) 
(communications) program with their individual publics. 
Both parties have found difficulties in their efforts to 
I 
reach their respective audiences. In the general sense, 
lo 
these problems are communications ones, It is in this sense 
that the word is used. If we think of the communications 
problems existing in both programs as really a difficulty in 
the exchange of thoughts and opinions, verbally or written, 
or transmitting and conveying of such thoughts to the in-
tended receiver, then we have arrived at an understanding of 
what the word •communications• means in this thesis effort, 
The failure of the message to get through, even structural 
malfunctions and internal misconceptions, can be generally 
classified as communications functions. 
First, in a communications-sense an attempt at com-
paring and correlating the militAry program with civilian 
corporate public relations will be made to ascertain where 
similarities exist. Next, the shortcomings and weaknesses 
of both programs in comparison to each other will be dis-
cussed and resolved, Only in this sense will the word 
"communications" be used • 
• 
CHAPTER III 
MILITARY PUBLIC RELATIONS 
Io DEFINITION 
Today, the people of the United States are required 
to support a large and expensive military establishmento 
The drain on the nation's wealth, manpower, and natural re~ 
sources is borne gladly by the people, but certain things 
are expected of the militaryo Foremost in people's minds 
are these requirements for which they desire: (1) informa-
tion about their sons and relations in the service., ( 2} in-
formation about military spending of their tax money, and 
(3) information on. the status of the nation's and their own 
securityo The public, not only desires this information, it 
• 
demands it. 
The armed forces constitute the largest business in 
the United Stateso Couple this with the fact that the pub-
lie has the right to know about, and be informed concerning, 
the operations of the military, the following philosophies 
of the services are interesting to noteo 
Former Army Chief of Staff, General Lawton Collins, 
commented about the Army Information Program: 
Good public relations cannot be created by any 
high pressure campaigno Our public relations will 
be good if we have a good program, if we make that 
known to the public, and if we administer it with 
• 
common sense and judgment. We must make it clear 
to the people that national security is their res-
ponsibility as well as ours. We cannot do that if 
the Army again rec~des into its shell as it did 
after World War I.~ 
General Hoyt s. Vandenberg, late United States Air 
Force Chief of Staff, stated his philosophy: 
17 
Without public understanding and public confidence 
and support, we cannot accomplish efficiently our 
mission of providing our nation with air power 
superior to that of any other nation. In order that 
we may continue to get public support, we have a pub-
lic relations organization whose primary duty it is 
to guide our actions and within the confines of se-
curity, to keep the public well informed. It has 
always been my desire that commanders recognize the 
importance of this special staff function by usiDj it 
continuously in the planning of their activities. 
As early as 1950, the United States Navy's Atlantic 
Fleet issued these instructions on information matters: 
Today's highly complex society confronts the 
American citizen with an ever-increasing weight of 
public responsibility. In order to properly dis-
charge this responsibility, he must be kept fully 
informed concerning the safety and welfare of the 
nation. It is the duty of the Navy, as a primary 
defense team, to tell its story to every American. 
In order to tell the Navy's story at home and 
America's story abroad, a continuing well-conceived 
and properly ~xecuted public relations program 
is mandatory. 
lscott M. Cutlip and Allen H. Center, Effective 
Public Relations, ( lst .ed. ; Englewood Cliffs, N~ J. : 
Prentice-Hall, Inc., 1952), p. 42?. 
2Ibid. 
3 Ibid. , p. 426. 
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These statements certainly reflect a profound change 
in the thinking at the top of the military structure. Now, 
all officers are continually reminded that their particular 
service really belongs to the public. It wasn't always this 
way. 
IL PUBLIC INFORMATION 
A discussion and definition is in order here pointing 
up the differentiatio.n between. public relations and public 
information. In 1949, all the armed forces changed their 
wpublic relations officers" into "public information offi-
cers.• The reason for this shift in terminology was to 
escape Congressional criticism for the spending of military 
defense funds for what was termed as the "outward and fla-
grant spending of defense funds to promote individual servi-
ces.•4 The shift in terminology seems to have somewhat 
quieted the Congressional critics. 
Congress has defined public information as "the act 
or process of communicating knowledge to enlighten:" 5 
The Uniteli States A:rmy d.efines public information as 
4Army Information School, "History of Military Infor-
mation." {A Lecture, Fort Slocum, N. X., 1953), 
5Riohard M. McCool, Jr. and Jack M. Stevens, "An 
Analysis and Evaluation of the Relationship Between Civilian 
Navy Interest Groups" (unpublished Master's thesis, Boston 
University, BOston, 1955). 
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any information about the Army given to the general external 
public to include every communication medium, ~ Regula-
~ 360-5 provides this definition, and states further: 
The American public has the right of access to 
all unclassified information, The release of which 
is not prohibited by regulations. The provision of 
such information is in the national interest and is 
an important .. function of command, The policy of the 
Department of the Army is that the discharge of this 
responsibility will be agcomplished in a positive 
and anticipatory manner, 
This directive charges every officer involved in ex-
ternal information with telling the Army story ~so as to 
create public understanding of the Army," Although a staff 
officer is designated to perform these duties, the commander 
retains the responsibility for his contacts and those of his 
unit with external publics. The Army's position on the 
., 
changing of the terms "public relations" to "public infor-
mation" can be summed up as follows: 
Since 1949, there have been few changes of major 
importance in the public information field other than 
the redesignation by all services of the programs for 
"public r.elations" to "public information," This 
change in nomenclature does not mirror a change in 
concept or policy, but is merely a bow to semantics,? 
The American public has the right to access to'all 
unclassified information."S The principle of full disclosure 
6nepartment of the Army, ~Regulations, AR 360-5, 
"Public Information," June 21, 1956. 
?Army Information School, A Lecture, 212.• cit. 
8Department o"! the Army, AR 360-5, 212.• cit. 
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guides commanders in fulfilling their information responsi-
bilities to the external public. These regulations specif-
ically establish the policy on public information. 
III. TROOP INFORMATION 
The ~Regulation, entitled "Troop Information," 
defines the program aimed at developing convictions and 
giving general information designed to instill in all sol-
diers a feeling of belonging to a worthy organization. This 
is the Army's internal program, and parallels closely the 
programs used by industry and the relationship found between 
management-labor, employer-employee. The Army's objectives 
in the program are summed up in the regulation: 
Troop information is a command activity consisting 
of any means used by the Commander to develop in the 
soldier an understanding of his role in the Army and 
to keep him informed of the military and civil 
events, conditions, policies9and actions which affect him as an individual. 
Specific objectives of this program are to help the 
soldier be aware of his responsibilities to his country and 
the Army; keep him informed on items of national and inter-
national significance; and maintain and preserve his status 
and esprit-de-corps with himself and his unit. 
If we accept the premise, that there is a comparison 
9Department of the Army, Army Regulations, .AR 355-5, 
"Troop Information," February 20, 195? d 
.. 
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and correlation existing between civilian employee relations 
and military troop information, the following ten objectives 
by John W, Hill in his book, Corporate Public Relations, are 
most interesting and enlightening: 
1. Interpret company policies to the employees. 
2. Keep employees informed about new developments and 
plans. 
3, Promote employee cooperation and loyalty through 
better understanding of management problems. 
4. Explain the financial structure and operation of 
the company. 
5. Squelch rumors that breed misunderstanding. 
6. Nullify harmful propaganda from anti-business 
sources. 
7. Promote an employee-family concept of mutual aims 
and benefits. 
8. Build favorable attitudes on the part of the 
employee's family toward the company and the 
industry. 
9. Foster friendly press relations. 
10. Build communication goodwill for the company.lO 
It's most interesting to note that these objectives 
in civilian employee relations parallel closely with the 
Army objectives in Troop Information. 
rv. INFORMATION STRUCTURE 
In. 1949, the Secretary of Defense, Jemes Forrestal, 
established the Office of Public Information, Department of 
Defense. This was an effort by the Secretary to eliminate 
inter-service rivalry and feuding among the services. 
lOJohn W. Hill, Corporate Public Relations, (New York: 
Harper & Brothers, 1958), p. 90. 
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This office functions today as the clearing house for all 
service releases of national importance released to the 
public. It is the sole agency for the Department of Defense, 
Army, Navy, and Air Force, in the dissemination of informa-
tion of national interest to the media and publico 
The Army Chief of Information is responsible to the 
Army Chief of Staff in normal operation of his office, yet 
must comply closely with the wishes of the civilian director 
of the above civilian Office of Informationo Below the Army 
Chief of Information, are four subordinate divisions, direct-
ly responsible to himo They handle the four major phases of 
the Army Information Program: 
Ao Policy and Programs Division--long range planning 
and coordination of the entire program. 
B. Troop Information Division--handling the internal 
program throughout the Army. 
c. Public Information Division--responsible for re-
lease of all other types of information to the 
public. 
Do Civil Liaison Division--h!fdling the Army Commun-
ity Relations programso 
Each division is operated by a colonel and staff, 
reporting directly to the Chief of Information, a major 
generalo The breakdown and function of each division, as 
11 Department of the Army, AR 360-5, Q.Q.o cit o 
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condensed from regulations,l2 is investigated in the follow-
ing pages" 
:A" Mission and Functions of the Policy and Programs Division 
L Mission: 
As one of the four.Divisions of the Office of the 
Chief of Information, this division assists in the 
accomplishment of the missions devolving on the Chief 
of Information, through development of information 
plans, policies, and programs; by ensuring considera-
tion within the ArillY.' staff of information implications 
in pepartment of Army actions and policies; and by 
'providing budgetary guidance and support on informa-
tion activities" 
2" Functions: 
a) Policy Branch: 
(1) Develops and promulgates ~apartment of the Army 
intormation policies, and participates with 
other Department of the Army agencies in formu-
lation: of major plans and policies, to ensure 
consideration of information implications" 
(2) Represents the Chief of Information at confer-
ences, and on boards, committees, and councils; 
and maintains liaison with other Services on 
information and field press censorship matters" 
(3) Assists in preparation of Department of Defense 
directives and Office of Public Information 
Guidances; supervises and coordinates the field 
press censorship activit'ies of the Army; and 
reviews Army Regulations and other publications 
concerning information, field press censorship, 
and general functions of the Office of the 
Chief of Information" 
b) Programs Branch: 
(1) Participates with Department of the Army plan-
ning agencies in formulation of plans and 
12Ibido 
policies in connection with Department of the 
Army programs, and assists in preparation of 
regulations pertaining to programming" 
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(2) Reviews, analyzes and consolidates quarterly 
public and troop informati~n.reports received 
from field activities, indicating· activities 
and accomplishments in support of information 
objectives; and incorporates data into reports 
on executing Department of the Army programs" 
c) Comptroller Branch: 
Furnishes guidance to Chief of Information and to 
other Divisions on all matters pertaining to budget, 
finance, accounting, and internal controls; esta-
blishes systems and procedures for management im-
provement and internal controls" 
B. Mission and Functions of the Troop Information Division 
Troop information is a command activity consisting of 
any means used by the commander to develop in the soldier 
an understanding of his role in the Army and to keep him 
informed of the military and civil events, conditions, 
policies, and actions which affect him as an individual" 
1. Mission: 
The Troop Information Division serves as the Chief 
of Information~s agency in developing troop informa-
tion plans, policies, programs and materials and in 
coordinating and supervising troop information activi-
ties in support of the Army Information Program. To 
~erform these functions the Division has four branches: 
(1) Training and Publications, (2) Troop Radio and 
Television, (:3) Army Newspaper, and ·(4) Special News 
Service. Additionally it exercises operational con-
trol over the Army Information Digest. 
2. Troop Information Objectives: 
a) The general objective of Troop Information is to 
increase the effectiveness of the Army by providing 
information to increase understanding. 
b) Specific Objectives: 
(1) To further develop in each soldier: 
(a) his belief in the principles of American 
democracy and freedom; 
(b) his sense of responsibility as a citizen of 
the United States; 
(c) 
(d) 
(e) 
(f) 
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his awareness of the threat of communism to 
. America and the free world; 
his determination to fight to preserve his 
American heritage; 
his will to continue resistance when facing 
military odds in combat; and 
his endurance under physical, mental and 
emotional stress, 
(2) To explain to each soldier: 
(a) the mission of the Army; 
(b) the mission of his unit; 
(c) his military service obligations; 
(d) policies, procedures and actions which 
affect him as an individual; 
(e) his responsibilities in conduct and behavior 
as a member of the Army; 
(f) the people, geography, climate and impor-
tance of military-civilian relationships 
in areas in which he may serve; and 
(g) national and international events which 
affect him as an individual, 
C, Mission and Functions of the Public Information Division 
1. Mission: 
The United States Army has an obligation to report 
on its activities to the American people and other 
publics as appropriate, Consistent with military 
security, these groups should be given factual infor-
mation pertaining to the activities and accomplish-
ments of the Army, The Public Information Division, 
one of four co-equal Divisions, consists of the Office 
of the Chief and four br.anches: News-Features, Maga-
zine and Book, Pictorial, and Radio-Television, 
2. Functions: 
a) Public Information Chief: 
The Public Information Chief will: 
(1) 
( 2) 
(3) 
(4) 
advise the Chief of Information on all matters 
pertaining to public information, world-wide; 
assist in the establishment of policy, proce-
dures, and~perations; 
initiate policies and programs and activities 
in support of Army objectives; 
supervise, direct, and coordinate the world-wide 
implementation of the public information program; 
(5) participate with and assist the Army staff in 
formulation of basic Army plans and policies 
in relation to public information policies; 
(6) attend conferences and policy meetings; (?) assist in writing and formulation of regula-
tions; 
(8) prepare correspondence for Chief of Staff and 
Secretary of the Army; 
(9) supervise the activities of the division; and 
(10) maintain liaison··and contact with media 
representatives. 
b) News-Features Branch: 
The News-Features will: 
(1) advise the Chief of the Public Information 
Division on all matters pertaining to public 
information, world-wide; 
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(2) assist in the establishment of policy, proce-
dures, and operations; 
(3) gather, coordinate, present, and distribute all 
news pertaining to the Department of the Army;· 
and 
(4) provide a steady flow of timely, professionally 
written news stories and pictures matrix ser-
vice in support of the Army's public informa-
tion objectives to c.ivilian and Army newspapers, 
press associations, radio and television sta-
tions, magazines and official and semi-official 
publications. · 
c) Radio-Television Branch: 
The Radio-Television Branch will: 
(1) advise the Chief of Public Information Division 
on all matters pertaining to public information, 
world-wide; 
(2) assist in the establishment of policy, proce-
dures, and operations; and 
(3) supervise, direct, and coordinate the world-
wide implementation of the public information 
program, as appropriate to Radio-Television. 
d) Pictorial Branch: 
The Pictorial Branch will: 
(1) advise the Chief of Public Information Division 
on all matters pertaining to public information, 
world-wide; 
(2) 
( 3) 
assist in the establishment or policy, proce-
dures, and operations; and 
supervise, direct, and coordinate the world-
wide implementation o'r the publi'c information 
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program, as appropriate to the Pictorial Branch. 
e) Magazine and Book Branch: 
The Magazine and Book Branch will: 
( 1) 
( 2) 
(3) 
(4) 
(5) 
advise the Chief of Public Information Division 
un all matters pertaining to public information, 
world-wide; 
assist in the establishment of policy, proce-
dures, and operations; and 
supervise, direct, and coordinated the world-
wide implementation of the public information 
program as appropriate to the Magazine and Book 
Branch; 
originate ideas for desirable Army coverage in 
magazines and books; and 
receive and act upon requests from magazine 
writers and editors, authors and. book publish-
ers, for information and for assistance. in de-
veloping articles and books related to basic 
Army policy and achievements, procedures and 
developments. 
D. Mission and Functions of Civil Liaison Division 
1. Mission: 
The Civil Liaison Division has the primary mission 
of developing, coordinating and supervising public 
relations plans and programs that will establish and 
maintain good relations between the United States Army, 
industry and the general public. To carry out this 
mission this Division supervises, coordinates and 
directs the implementation of the Department of the 
Army policies that will earn public confidence and re-
spect for the Army from industry and all segments of 
local civilian communities both in the United States 
and overseas areas, maintains necessary liaison and 
coordination with appropriate staff agencies of the 
Department of Defense, Departments of the Army, Navy, 
and Air Force and those Army commands charged with the 
responsibility for implementing this program. Charged 
with specific responsibilities to perform this mission 
are thr.ee branches within the Civil Liaison Division. 
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2, Functions: 
The Civil Liaison Division directs and supervises 
the operations and activities of a Community Relations 
Branch, an Organizations and Industry Branch, and a 
Special Projects Branch; and assists in the formula-
tion of plans, policies, objectives, and guidance for 
the establishment and maintenance of harmonious Army-
civil relationshipso 
a) Community Relations Branch: 
The Community Relations Branch will develop, 
supervise and coordinate matters concerned with the 
establishment and maintenance of harmonious rela-
tionships between the United States Army and civil-
ian communities, 
b) Organizations and Industry Branch: 
The Organizations and Industry Branch will 
establish and maintain liaison with national organi-
zations, to include: Association of the United States 
Army; Boy Scouts and Girl Scouts, and other youth 
groups; Division Associations, veterans groups; 
civic and fraternal groups; commercial and trade 
associations; charitable and welfare societies; and 
otherso This Branch will provide such organiza-
tions with a point of contact with the Army; assist 
them with problems they may have involving the Army; 
furnish them information on the Army's policies, 
programs, objectives, capabilities, and procedures, 
and obtain answers to specific questions they may 
have. Maintain files containing data on such nation-
al organizations. 
c) Special Projects Branch: 
The Special Projects Branch will coordinate Army 
public information participation in joint exercises 
and maneuvers; and coordinate Army participation in 
public ceremonies having public information signif-
icance, 
Figure 1, following, diagram's the nArmy Information 
Structure" at the top policy-making and operational echelon. 13 
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V. PAST HISTORY 1900-1950 
During the Spanish-American War, an unknown corres-
pondent persuaded the War Department to publish daily infor-
mation for the press by posting it on a bulletin board. 
This was the casual beginning of the information program, 
In 1904, the Adjutant General of the Army made the first 
formal press release to newspaper correspondents, This was 
Army public relations until World War I. The first press 
release officer in the War Department was Major Douglas 
Mac Arthur, who had what people in Washington called, "an 
instinctive feel for news."l4 In France in 1917, a press 
section in the American Expeditionary Force was formed, 
Later, near the end of the war, the Public Relations Branch 
was created in G-2 (Military Intelligence) giving it a perma-
nent staff position, With the peace, the military crawled 
back into its shell. In 1935, the Public Relations Branch 
totaled three men, It wasn't until 1941 that a bureau of 
any size was established with the war creating a definite 
need, 
Since the public relations staffs were under secrecy-
minded intelligence officers, World War II saw much news 
surpressed under the definition of "military security," 
14cutlip and Center, Q.E• ill·, p. 420,. 
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This incompatibility of public information and military in-
telligence functions was not fully recognized until after 
the war was over, As the war ended, so did the public's 
interest in the military, but among the services the fight 
for appropriations was on, The need for public relations 
became obvious to the individual services and rivalry 
flourished, 
In 1945, the War Department Bureau became the Public 
Relations Division and moved as a staff function to the 
policy-making level, Soon after, its name was changed to 
Public Information Division to escape Congressional criticism 
for spending tax money on public relations, Two other staff 
divisions, Troop Information and Education, and the Legisla-
tive and Liaison Division were added, Appointed over these 
organizations was a Chief of Information, a major general, 
The Army attempted to strengthen its public relations organi-
zation by taking several steps to develop a "public relations 
awareness" among officers and men, This teaching of public 
relations was started at three Army schools: Command and 
Staff School at Fort Leavenworth, Kansas; West Point Mili-
tary Academy; and in 1945, an Army Information School was 
established at Carlisle Barracks, Pennsylvania, Later, the 
Armed Forces Information School was re-established at Fort 
Slocum, New York, 
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Even so, sound public relations principles and prac-
tices are not wholeheartedly accepted down the line in the 
military" Public relations awareness at the top was slowly, 
but surely, permeating the whole establishment as the Army 
was gradually sheding attitudes bred in the days of the iso-
lated, self-sufficient frontier garrison" Between this top 
leadership and the younger leaders being fed in at the bot~ 
' tom, there remains a "thick layer of opposition or apathyonl5 
This system of thinking is slowly crumbling, but there are 
lots of hard rocks in it yet. More than one young, eager, 
alert information officer has had his enthusiasm and efforts 
blunted by senior officers who still treat the program with 
indifference and scorn. These senior officers are not en-
tirely at fault as they have been trained only in command 
functions, not in public relations. Hence,. they have no 
appreciation of it. 
In 1945, General Collins, Army Chief of Staff, real-
izing the need for a fresh approach in information, persuad-
ed Mr. Jack Lockhart, an executive of the Scripps-Howard 
organization, to conduct a survey of the Army Information 
Program" Mr. Lockhart concluded his 50 day survey with 55 
recommendations on how to improve the program. His out-
standing remark was as follows: 
15Ibido 
-
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If the Army is good, the story will be good--the 
public relations will be goodo If the Army is bad, 
the story will be bad, the result bado In the end, 
public opinion about the Army reflects what the Army 
itself iso Many ~y officers want all the news 
about the Army to be goodo This desire for a paper 
Army of perfection only, is a sure course to an Army 
rotten in factol6 
After release of this document, the Army revised its 
program, taking into consideration some of the recommenda-
tions Mr. Lockhart had made. Many problem areas pointed out 
by Mr. Lockhart were ignored, however, and still are to 
this day. 
Some revisions in certain areas have been highly suc-
cessful. However, ~ Lockhart Report is as true today as it 
was in 1946 when it said: 
I think the Army must realize that it has done, 
generally speaking, a bum job. The basic cause, I 
believe to be two-fold. First, the organizational 
set-up as it now stands will not permit much improve-
ment, and second, there is a "personal equation" which 
will be difficult, if not impossible, to remedy.l7 
These two criticisms of the program will be discussed 
later and recommended methods of resolving these problems of 
military thinking, also will be discussed. 
16Jack H. Lockhart, ~Lockhart Report, Bureau of 
Public Relations, War Department, June 3, 1946, (Reprinted 
by the Army Information School, Fort Slocum, New York, 
October, 1955), 
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CHAPTER IV 
HISTORY OF CIVILIAN PUBLIC RELATIONSl 
L EARLY HISTORY 
Most important fields have been investigated histor-
ically by scholars. No such investigation has been applied 
to public relations, although studies have been made in rela-
ted fields of propaganda, advertising, and public opinion. 
We know men first communicated by signals, then by speech, 
then by writing. In primitive society, leaders controlled 
their followers through force, intimidation and persuasion. 
Methods of persuasion changed with the beginning or recorded 
history. Although ancient Babylonia and Persia were despotic 
monarchies, public opinion did play some role in national 
life. In ancient Egypt, priests were experts in public opin-
ion and persuasion. In these days, we may assume that there 
was a consciousness or public relations on the part of the 
leaders and the followers. 
~he Greeks and Romans had their concepts of public 
opinion, and public relations, and coined words which indi-
cated their understanding of these subjects, Speeches and 
1Edward L. Bernays, Public Relations (Norman, Okla-
homa: University of Oklahoma Press, 1952). Material for 
this chapter has been condensed from Mr. Bernays' disserta-
tion. 
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historical writings were used as public relations devices" 
The conversion of the masses to Christianity and the bril-
liance of the Roman Empire can mainly be attributed to mold-
ing of public opinion and support for these causes" With 
the fall of the Empire in 475 A.D., darkness fell in all 
these areas until the Renaissance and Reformation periods, 
generally considered close to the invention of the first 
printing press. 
II" DARK AGES TO 1800 
Great voyages of discovery opened the Americas and 
Africa to Western civilization" Developments in communica-
tion and transportation accelerated this awakening" In this 
period, the church molded public opinion" Later, the medi-
eval guilds gained in power and prestige" In England, the 
Magna Carta set the foundation for permitting freedom of 
expression and opinion" The sixteenth century reformation 
saw a growth of the arts and literature and university educa-
tion" Most important in this period was the rise of the 
newspaper" Following this, came the rise of the middle 
classes to power and the spread of literacy" Out of the 
French Revolution and the Industrial Revolution in the nine-
teenth century arose modern social theories, among them, 
socialism.. Karl . .U.arx, and his Communist Manifesto, molded 
much public opinion in a short period of time" 
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Ill, THE ERA OF EXPANSION 1800-1865 
In this period, the United States grew enormously: 
industrially, financially and technologically, The tele-
graph revolutionized communications, New printing presses 
and methods of making paper stimulated the transmission of 
ideas, In this period, great literature was written by 
Emerson, Thoreau, Melville, Whitman, to name a few, However, 
the public relations activities that existed at this time 
could be termed mostly "press agentry" and some publicity by 
private individuals selling a book or idea, This period was 
famous for one man, Phineas T, Barnum, the grandfather of 
the press agent, His methods used then are still talked 
about today, Indirectly, the Civil War was initiated and 
practically resolved by the molding of public opinion on 
both sides. This period saw the foundations laid and the 
needs developed for the quasi-profession to emerge, 
IV, "THE PUBLIC BE DAMNED" 1865-1900 
Again, industrial expansion was tremendous in this 
period, With it came ruthless competition among businesses 
and business men, Big business and this period were char-
acterized by the phrase, "the public be damned," allegedly 
uttexed in 1879 by William Vanderbilt. Public criticism was 
so bitter after this episode that Vanderbilt sold most of 
his New York Central stock to appease the public. This 
period saw the rise in the importance of public opinion. 
The stage was now set for public relations. 
V. THE PUBLIC BE INFORMED 1900-1919 
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The "muckrakers" had an all star cast in these years. 
Attacking big business in all parts of the country were 
Phillips, Tarbell, Sinclair, Steffins and others. This era 
of bitter attack, lead by President Theodore Roosevelt in 
some oases, lasted until 1916, and had a profound effect on 
American business. President Wilson, at the outbreak of 
World War I, established the Creel Committee (Committee on 
Public Information) to influence and mold public opinion re-
garding the war. It functioned until 1919; it was the first 
successful committee of its kind in this country. However, 
Creel's effectiveness with large scale war propaganda later 
., 
was resented by Americans who were ashamed of their own war-
time gullibility. But this committee and the techniques 
used were studied and later applied to American business. 
VI. THE RISE OF THE NEW PROFESSION 
The War had taught the power of propaganda, and pub-
licity had helped to win the war. The same men who were suc-
cessful in wartime applied these principles to business. 
Many of them became "counsels on public relations"; in 
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reality, they were publicity men in its truest sense. 
Slowly, the major industries took steps to integrate them-
selves with the public. These steps were all controlled by 
the company public relations counsel, like Mr. Ivy Lee, an 
early leader in the new field. Lee had been most successful 
in molding ravorable public opinion around the Pennsylvania 
Railroad, and he is still admired ~day for the progressive, 
sincere methode he used. In this period, public relations 
became a field or more than just press agentry and publicity, 
and was beginning to be accepted as such. 
VII. THE MODERN ERA 1933-1959 
With the Roosevelt administration, came sweeping econ-
omic changes, and public relations on a scale never known 
before. :After the depression, business greatly enlarged its 
public relations activities as real competition came into 
being. Government contFol, also, threatened all those busi-
nesses who did not convince the public or their contributions 
to the entire economic system. 
The public relations activities or large corporations 
were in the area or maintaining and developing leadership in 
their fields. Sales figures were directly influenced, it 
was found, by public approval or disapproval of a particular 
company. Business leaders began to realize that private in-
dustry to survive must be in the public interest, change with 
the times, and actually sold to the publico To do this, a 
new facet of the marketing function was devised--public 
relations" 
At this point, some individual practitioners gained 
positions of prestige in the country" Through these men's 
efforts the "profession" gained more and more public 
acceptance, 
World War II saw the armed forces keenly interested 
in certain phases and parts of public relations" It goes 
without saying that both Franklin Roosevelt and Winston 
Churchill were master public relations technicians" Both 
realized the potency of words" They exploited this poten-
tial at every turno 
After the war, new elements were interjected into the 
fieldo Faced with incredibly complex public relationships, 
the executive needed professional advice in public relations 
just as he needed a lawyer or engineer" This phenomenon 
created a need for more qualified, capable practitioners" 
This need alone has stimulated the profession more than any 
other factor. 
CHAPTER V 
HISTORY. OF MILITARY PUBLIC RE~IONS 
I, EARLY YEARS 
"To know nothing of the past," said an ancient 
philosopher, "is to understand little of fhe present 
and to have no conception of the future." 
Although the concept of public information in the 
armed forces today is comparatively new, the dissemination 
of battle news dates back to the time the first men took up 
battle against other men, The people back home have always 
waited anxiously for word on the outcome of the battle and 
the fate of the unit and individuals involved, 
As early as 490 B.C. in Greek history we are told of 
the battle of Marathon where 10,000 Athenians defeated the 
hitherto undefeated Persian Army in one of the greatest 
upsets in history. Pheidippides, the great Greek athlete, 
ran some 26 miles from Marathon to Athens to carry the news 
of the victory to the anxious Athenians. Although he died 
upon arrival, he instilled in the Athenians a feeling of 
honor and prestige,2 
lLieutant Commander Robert L, Jones, nRecommendations 
for Navy Public Relations" (unpublished Master's thesis, 
Boston University, Boston, 1958), p, l, 
2John Hammerton, ~he. New Illustrated World History 
New York: W, H, Wise & Company, 1947), p. 52, 
41 
IIo THE REVOLUTlONARY PERIOD 
In the revolutionary period, this country was fortun-
ate to have a man leading the troops who was very sensitive 
to public opinion--General George Washingtono He had the 
challenging job of not only gaining public support for his 
army, but of rallying public opinion behind this new nation 
whose life was hanging together only by a thin thread, 
An example of the problems facing General Washington 
occurred in Norfolk in 1778.o The French Admiral D'Estane 
had a fleet in the harbor with 4,000 Marines aboardo The 
strategy of the day called for the fleet to pull outo The 
Colonists thought the French were fleeing and called them 
cowards, So Washington had his committee on correspondence 
get out the word by letter and by mouth that the withdrawal 
was a military necessity, thus redeeming the French in the 
eyes of the Colonists. 3 
Washington was fortunate to have a man working for 
him who is commonly referred to as the first professional 
public information officero With a powerful pen, Thomas 
Paine served General Washington at every critical turn of 
eventso When the stunned Army was almost defeated, when the 
people were sick and tired of war, Tom Paine brought new hope 
3Army lnformation School, "History of Military Infor-
mation" \A Lecture, Fort Slocum, New York, 1953). 
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to the ragged Army and to the defeated citizens by his elo-
quent pamphlets and articles which were written in a lan~ 
guage the people could understand. After Washington's 
heart-breaking retreat across New Jersey, Tom Paine, ~t is 
said, wrote one of his famous Crises on a drumhead before 
a camp fire in the field. 
When peace was made with Great Britain, great haste 
.was made to disband the nation's armed forces. Congress 
directed the commanding officer of the Army to discharge all 
troops except 25 privates who were to guard the stores at 
Fort Pitt and 55 who were to guard them at West Point and 
other magazines. There were to be 80 privates and a propor-
tionate number of officers, none of whom was to be above the 
grade of captain. There was little need for the dissemina-
tion of news about the army because an army scarcely existedo 
The Army was reorganized in 1790 and the strength 
fixed at one regiment of Infantry and one battalion of 
Artillery. On the eve of the War of 1812, the Army contained 
just under 10,000 officers and men. 
III. THE MEXICAN WAR 
The War with Mexico, from 1846 to 1848, brought the 
first glimmerings of the future relationship between the 
armed services and the public through the press. This war 
was not at all popular and the government and the Army were 
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both viciously attacked by the press. 
The Mexican War was also the first in which the cor-
respondents moved into every engagement with the troops and 
frequently participated in the battles. When the peace 
treaty was signed in 1848, the Army was again disbanded. 
A year later it numbered about 500 less than the nation had 
on the eve of the War of 1812, some 35 years previous. 
IV. THE CIVIL WAR 
The Civil War saw the complete flowering of war cor-
respondents and the adoption of these professional men as 
fixtures in all the staffs of large newspapers. Actually, 
the relations between the correspondents and the generals 
were very bad. The generals considered the newsmen meddle-
some and antagonistic. Correspondents in their zeal for 
news and their desire to "beat" other correspondents often 
telegraphed their papers information of troop movements and 
tactical dispositions which were flagrant violations of 
security. 
The caliber of the news coverage in this war was 
generally poor. Throughout the Civil War, press relation-
ships were never cordial either in the North or in the South. 
The generals on both sides were brow-beaten by correspondents 
and were told that the newspapers made and unmade better men. 
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Even that suave gentleman, General Lee, had his trou-
bles with the Southern press. He is said to have remarked, 
"It's a pity all the good generals are in the newspaper 
offices in Atlanta and Richmond and that all the poor gener-
als are up front fighting."4 Shades of Lucius Paulus! 
. 
Perhaps sqme idea of the inept service-press relations 
of tbat period can be gained from an incident that occurred 
in the office of the Secretary of War, Mr. Stanton. The 
Secretary and the generals staff did nuch of their work late 
at night, partly to escape the roving eyes of the press cor-
respondents. One night, the Adjutant General had prepared 
a list, unit for unit, of the Army of the Potomac. The next 
morning, Mr. Stanton was astounded to find his whole order 
of battle published in the Baltimore Sun--a newspaper with 
a wide circulation in the South as well as in the North.5 
The Navy fared better with its press relations. 
Admirals Foote and Farragut regularly carried correspondents 
on their flagships during the Mississippi and New Orleans 
campaigns. The battle between the Merrimac and the Monitor 
at Hampton Roads was interrupted because the press boat was 
in the line of fire of the two vessels. During one naval 
battle, an illuatrator for Harper's Weekly shouted a warning 
from the vantage point of the rigging of the Federal war-
ship, Mississippi, thus averting a collision with the Con-
federate ram, Manassas. 6 
V. PERIOD BE'l'WEEH CIVIL WAR AND 
SPANISH-AMERICAN WAR 
During the period between the Civil War and the 
Spanish-American War, the services suffered the worst pos-
sible public relations. The Army was cut to 25 regiments 
45 
and these were spread out--thinly guarding our vast western 
outposts. This was the period of grey bearded lieutenants. 
No one was interested in the Army of those days and there 
was practically no news concerning it. It was not even con-
sidered worthy of discussion as to whether or not the public 
should be informed when an Army post was moved or inacti-
vated. The Army had withdrawn so far from the public eye 
that in 1878, Congress neglected to appropriate funds to pay 
the Army that year. The officers and men lived off what they 
could borrow or hock, and the Army's horses were turned out 
I 
to graze on public lands. 
VI. THE SPANISH-AMERICAN WAR 
The Clamor for war with Spain was ably supported by 
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the Hearst and Pulitzer papers; in fact, it is said they had 
a big hand in starting it. 7 They had a vested interest in 
war news and used it as a promotion stunt to boost circula-
tion. 
nuring this war the correspondents again freely 
roamed the battlefield, giving advice to generals and occa-
sionally taking part in the battles. The reporters again 
ran wild in the offic~s of the War Department" The Adjutant 
General gave out on his bulletin board what little news was 
ever released and he complained bitterly because the newsmen 
read his orders over his shoulder before they were published 
and distributed to the commanders. Again the secret messages 
and orders had to be prepared late at night to keep thsm 
from the prying eyes of the reporters. 
There was no method or system for accrediting war 
correspondents, although the Navy Department made the first 
faint move in that direction by issuing passes allowing the 
reporters to go aboard certain vessels during operations in 
the Caribbean. So there were about 150 to 200 correspondents 
in the field during the war·; 86 accompanied General Shafter 
alone. 
In this war, field press censorship was first imposed" 
Severe censorship was therefore imposed by field commanders" 
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The Spanish-American War was the last in which the corres-
pondents actually did any fighting, and press relations were 
considerably better than in the Civil War. 
VII. THE P.IRIOD BETWEEN 1900-1916 
Again, public interest in the services waned. Until 
1910, the Army news continued to be released by the ·Adjutant 
General on his bulletin board and the pickings were extremely 
lean. The Navy was thinking about the problem, however, and 
the Secretary of the Navy suggested an information office to 
deal with the press and with book and magazine publishers. 
Unfortunately, this suggestion was made while President 
Tatt's special committee was studying ways of effecting econ-
omies, so nothing was done about the Navy's plan.B 
In 1916, the War Department appointed the first press 
release officer, who was given four ~ssistants. This section 
was the forerunner of the public information offices of to-
day. The man who headed this office was General (then Major) 
Douglas MacArthur. This office established the friendliest 
relations between the press and the Army since 1775. 
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VIII. WORLD WAR I--1917-1918 
At the outbreak of World War I, there was a natural 
clamor for censorship. To satisfy this demand, President 
Wilson appointed a newspaperman of repute and of great organ-
izing ability and imagination to head a committee of public 
information, George Creel. The Creel Committee coordinated 
all government information and revolutionized the entire 
philosophy of government informational services.9 
A small War Department Press Section, headed by a 
civilian, was established under the Secretary of War and 
this section issued 6,000 releases--releases which were cen-
sored by the Creel group. The Secretary of the Navy formed 
a similar Navy News Bureau. 
Overseas there were 40 correspondents--a small number 
compared with the past, but for the first time they were 
officially accredited to a field headquarters--in this case, 
to General Pershing's. However, press censorship in the 
field was still under G-2 (Intelligence). After prodding 
from Mr. Creel, the Secretary of War ordered full coopera-
tion to field correspondents. This war saw the most orderly 
issuance of news releases and control of correspondents in 
the field thus far obtained, 
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JX. 1921 TO WORLD WAR II 
After World War I General Pershing attempted unsuc-
cessfully to halt the Army's withdrawal into its shell. He 
urged the officers to mingle with the public and take a more 
active part in civilian affairs. 
When the Creel Committee disbanded, the Ar.my and Navy 
both struggled along with minute information bureaus, which 
functioned under the Intelligence statts. The Army's Press 
Relations Section was located, unhandily, at Governor's 
Island, staffed by four officers and five civilians. G-2 
often prohibited the Army from telling its story and the 
Army was attacked bitterly during the great depression and 
the bonus march of 1935. 
In 1940, both the Army and Navy could perceive a need 
tor expansion of their public relations programs as the war 
progressed in Europe. The repressive hands of the Intelli-
gence statts were removed in both services. The Army's 
Public Relations Branch was made part of the Office of the 
Chief of Staff~• This gr~ew into the Bureau of Public Rela-
tions that at the peak of World War II was staffed with 150 
officers and 350 civilians. 
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X. WORLD WAR II 
World War II proved to be the best reported war and 
the period of the best relations to date between the servi-
cas and the press. There was a rapidity of communications 
without parallel. News was transmitted by wire, radio, 
radio-phone, and on film. Travel by air, sea, and land was 
greatly accelerated. In the States, censorship was on a 
voluntary basis, but overseas this responsibility again fell 
to Intelligence. Hundreds of correspondents flocked over-
seas to the various areas of conflict. The services accep-
ted full responsibility of caring tor them. 
XI. POST WAR PUBLIC INFORMATION 
Up until 1945, public relations was mostly "publicity." 
The present philosophy which amerged in 1946 is that of the 
"behavior concept" which is: 
1. To conduct our affairs in such a way as to gain 
public support and understanding; and 
2. To keep the people intormed,lO 
In 1946, tor the first time, it was established that 
trained personnel were needed to carry on the information 
work of the armed services. Both the Army and Air Force 
established their own schools, which in 1948 were 
10Department of the Army, Army Regulations, AR 360-5, 
"Public Information," June 21, 1956. 
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consolidated, with the addition of the Navy, into the Armed 
Forces Information School at Carlisle Barracks, Pennsylvania. 
Early in 1951 this school moved to Fort Slocum, New York. 
In April, 1954 the other services withdrew, and it reverted 
to an Army Information School. 
In 1949, the Secretary of Defense, James Forrestal, 
concentrated nationwide public information activities of all 
services under his Office or Public Information--the roun-
tainhead of major public information policy for the depart-
menta or Army, Navy, and Air Force. It is the sole agency 
for the Departments or Defense, Army, Navy, and Air Force 
for the dissemination of information or national interest to 
media of public information, civic organizations, veterans' 
organizations and other civilian public bodies. 11 Note that 
this consolidation is at the department level. Public infor-
mation in the field is still decentralized. 
The reason for this consolidation was to out down 
destructive inter-service rivalry and to substitute for it a 
firm, consistent policy--policy based not upon unilateral 
and often conflicting claims for public attention and appro-
val, but upon a perspective or national security. 
Since 1949, there have been few changes of major 
importance other than the redesignation by the Army of the 
11Army Information School, "History of Military Public 
Relations" (A Lecture, Fort Slocum, New York, 1953). 
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program from "public relations" to "public information." 
This change in nomenclature does not mirror a change in con-
cept or policy, but is merely a bow to semantics. "Public 
relations" is not only a misunderstood term, but one which 
is viewed with suspicion as implying manipulation of opinion 
through propaganda methods. 
CHAPTER VI 
CIVILIAN STIJDIES 
I, THE LOCKHART REPORT 
The one survey which has the most direct bearing on 
this thesis is ~Lockhart Report, Written on June 3, 1946, 
it, more than any other single document, has been used as 
the basis of the present Army information program, It is 
this document which this thesis will discuss and develop 
completely. lt is interesting to note two letters written 
in regard to this study: one, from Mr. Lockhart explaining 
his methods used and areas to be studied, to General Collins; 
and the other, from General Collins to all Army Commanders 
and staff officers. 
Mr. Lockhart wrote as follows: 
On Uay 1, 1946, at your invitation [General Collins] 
I undertook to make a survey of the operation of the 
Bureau of Public Relations [its title in 1946) of the 
Department of the Army. 
The report on that survey is transmitted herewith, 
and is divided into two parts: the first deals with 
the general policies and operat~on of the Bureau; the 
second concerns specific applications of these poli-
cies and operation methods. 
I want to take this opportunity to thank you 
[General Collins] for your invitation to conduct 
this survey and commend you and others who are 
seeking to conduct Army public relations in the 
best interest of both the Army and the American 
public. 
The letter from General Collins is as follows: 
A survey of the efficiency and serviceability 
of the War Department's Bureau of Public Relations 
(Department of the Army} will be made during the 
next sixty days. The survey will be made by Mr. 
Jack Lockhart, assistant to the executive editor 
of the Scripps-Howard newspapers, who has been 
loaned by that organization to serve as a civilian 
consultant to the Bureau. 
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Military Commanders and senior officers concerned 
will offer any and all assistance and services re-
quired by Mx. Lockhart, who has invited the communi-
cation of any suggestions of complaints regarding the 
operation of the Bureau to him. 
We want no barriers to information between the 
Army and the people. If Mr. ~ckhart finds any, 
we will try to cut them down. 
With this, the survey was started which was to com-
pletely revise whole areas of the program upon its comple-
tion. Of the 65 recommendations made by Lockhart, over half 
were adopted into the program. The recommendations which 
have direct bearing on this thesis are listed as follows, 
and will be discussed in length in Chapter IX: 
1. With military men directing public relations, they 
need to understand the essentials and more about 
public relations. 
lJack H._ Lockhar.t, The Lockhart Report, Bureau of 
Public Relations, War Department, June 3, 1946. (Reprinted 
by the ~Y Information School, Fort Slocum, New York, 
October, 1955). 
2Ibid. 
2. Most men generally avoid the unknown, and shyness 
toward public relations among Army officers may 
result from the officers' lack of knowledge of 
the public agencies and how and why they operateo 
3. The. Army is one source of news to the media. The 
Army will be a source with or without Army coop-
eration"". [for example,] "o o. if the Army is good, 
the story will be good, and public relations will 
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be goodo If the Army is bad, the story will be bad, 
and the result bad. In the end, public opinion 
about the Army reflects what the Army itself iso 
That is the whole secret of Army public relationso" 
This truth is difficult for some Army personnel to 
realize and accepto They want the Army to be an 
ideal Army, a perfect Army, in the public mind, no 
matter what it may be in actuality. This desire 
for a paper Army of perfection only is a sure 
course to an Army rotten in fact. 
4, The Chief of Staff, the military head of the Army, 
should talk frequently and frankly to the people 
about the state of the Army. 
5. The people have turned on the Army since the war, it 
is true. This happened because the Army, after 
close contact with them during the war, has turned 
away from the people. In peacetime, the Army has 
to live with the people and have contacts with them. 
If it doesn't, the Army will have no public 
relations. 
6. Public relations cost money, and in the case of the 
Army, the taxpayer's money. They should be worth 
what they cost to everybody. 
7. Maintaining good public relations requires intelli-
gence and good judgment. It is not a job of incom-
petents or misfits. The assignment of personnel 
who cannot think and who live rigidly by regula-
tions should be avoidedo None but highest caliber 
personnel should be assigned in these jobs, 
8. The United States Army is part of the United States, 
made up of people of the United States who live 
with people of the United States. The relations of 
Army people to the people with whom they live are 
the relations as between neighbors. The relations 
can be good, for reason, or bad, for cause. 
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9. Commanding officers should never bar newsmen from any 
military installation unless for security reasons. 
10. I think, generally speaking, that the Army must real-
ize that it has done a bum job. The basic cause, 
I believe to be two-fold. First, the organiza-
tional setup as it now stands will not parmi t much 
improvement, and second, there is a personal equa-
tion which will be difficult, if not impossible, 
to remedy. 
11. The regular Army man has no more idea of the civilian 
mind and viewpoint than does the proverbial man in 
the moon. He has never been a civilian. He has 
been tauaht superiority. He takes any criticism 
from the public as being, "none of their damned 
business." He knows all the answers. "Boy, you 
figure that one out.• 
12. Public Information Officers and Commanding Officers 
must understand that community activities are as 
much a part of public relations as information 
releasing activity and §requen'tly can accomplish 
more good for the Army. 
The above recommendations include most of the salient 
points of the survey. Unfortunately, the Army failed in 
some cases to adopt many of the recommendations, and con-
sequently, whole parts of the Army information program are 
lacking in some of these areas. In Chapter VII, Comparison 
and Correlation, these shortcomings will emerge. 
II. THE UNITED STATES STEEL STUDY4 
Established in 1936, the public relations department 
3~. 
~. Rhoades Heneder, The Public Relations Practices 
in Six Industrial Corporations (Pittsburgh: University of 
Pittsburgh Press, 1956), pp. 72 et seqq., as condensed. 
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at United States Steel formally inaugurated a marketing and 
management function which had been used and understood at 
United States Steel since 1903. The President of the com-
pany, Elbert H. Cary, had believed sincerely in the policy 
that the stockholders and the public were entitled to full 
and accurate information about the steel corporation, since 
the turn of the century, 
The executive director of public relations was named 
assistant to the Chariman of the Board of Directors, and 
reported directly to him when warranted by the occasion. 
The function of the public relations office was primarily 
divided into five broad categories: 
1. Executive public relations are to provide counseling 
on general public relations policies; offer general informa-
tion service; provide counsel on public opinion, questions 
and surveys; review financial statements and statistics; 
approve public speeches and technical papers; monitor public 
relations institutional advertising; and review of official 
statements for public relations, 
2. National and regional press relations are concerned 
with press associations, daily and weekly newspapers, trade 
papers and magazines, and contact with editors, writers, and 
columnists, as well as the preparation of national press 
releases. 
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5, National radio and television programs are concerned 
with news broadcasts, special programs, and corporation-
sponsored broadcasts. 
4. Special features are to give assistance to various 
corporation-employee publications; promote the production of 
motion pictures for public showing; provide for public rela-
tions publications; cooperate with educational, civic and 
professional groups; and arrange for general plant visits. 
5, Internal services are limited to news bulletins and 
news digests, library and information services and the sup-
plying of general data on corporation activities. 
The basic objective of any public relations effort at 
United States Steel is the production of goodwill. With 
this, is the aim of over-all promotion of a greater accep-
tance of the corporation and its products by customers, po-
tential customers, and a more favorable attitude toward cor-
poration policies on public and municipal, state, and federal 
governments. Goodwill is considered the most important 
single asset in a successful operation of any enterprise. 
With these basic truths in mind, United States Steel 
established in 1956 its public relations department, as an 
instrument through which policies and practices of the cor-
poration could be translated into a vitally necessary back-
log of favorable public opinion. 
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In 1941, district public relations offices were esta-
blished in the larger cities where steel plants were located, 
The basic district office objectives were established to: 
l. promote public understanding of the importance of 
private enterprise to the general welfare of the 
country; 
2. tell the truth about working conditions and labor 
policies in operating plants, thus attracting the 
most desirable employees into the organization; 
3. foster and support programs for civic progress in all 
plant communitie&, thus winning a more favorable 
opinion among employees and customers; 
4. promote wide public understanding of the necessity 
tor profits and of the tremendous capital outlay 
in making steel; 
5. publicize United States Steel's outstanding achieve-
ments in research and technology; and 
6. establish for use by other departments, all possible 
avenues of communication with the public and the 
press, 
Fourteen district offices were charged with bringing 
these facts before 165 million Americans, The publics were 
broken down into six general groups, such as; (l) stock-
holders, (2) customers, (3) employees, (4) suppliers, (5) 
the government, both state and national, and (6) the general 
public. 
It was necessary to first show the public that an 
employee was much safer working in a steel mill than he was 
at home, and that steel profits were 4 to 5 per cent of the 
steel sales dollar. The public needed to know that over 250 
large companies obtained their raw materials from basic 
steel producers and rolled it into other products. In turn, 
thousands of smaller companies used these materiels to 
make consumer goods. 
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To assure that these basic objectives of the industry 
are made known to the people, United States Steel uses many 
diverse methods of performing this function" In general, 
the public gets its information through varying kinds of 
media. 
Newspapers are the primary vehicle of communication 
with 54 million Americans every d~y. Each district office 
lists and classifies all local newspapers in its areas as to 
whether they are large enough to receive their releases or 
not. To the primary group of dailies are added the princi-
pal wire services. The company releases are classified as 
to what type of news it is, local or national, end is re-
leased to only the appropriate paper involved. 
News releases are, of course, the primary vehicle 
used to acquaint the public with news pertaining to the com-
pany, Great import,ance is placed on this medium at United 
States Steel. Teletype machines are used by the company 
throughout the district offices to inform all interested per-
ties and distribute the necessary information. 
Magazines ere generally classified as general news 
type, or as generaL interest publications (Time, Life, ~­
week, Fortune), which carry copy during the year about the 
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steel industry in general and United States Steel in partic-
ular. The third category is trade publications, such as 
Iron ~ and Business ~· 
Press conferences are used constantly to communicate 
important news to the public through the media. Usually, 
the press conference is held where some special event is 
taking place, such as a plant opening •. At the conference, 
reporters are encouraged to ask any question of importance 
on any subject. The company policy is to provide immediate, 
frank answers. 
The feature story is used extensively by United States 
Steel. Company reporters, newspaper reporters, or tree lance 
people are encouraged to write about the company on any 
field related to the making of steel. The company policy is 
to provide full cooperation and it will make available any 
company individual tor interviewing by the writer. When the 
story is written, it the reporter wishes, he may submit the 
article tor a technical check by department heads concerned, 
T~is check is not mandatory, however. 
Plant tours are another method used by the company to 
acquaint itself with the publics. The company feels, that 
much of the favorable publicity which emanates from new 
plant installations, is accomplished through this method of 
bringing reporters and writers to the scene and letting them 
get first hand information from those responsible for the 
building of the facilities and operating of the new equip-
ment. 
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The picture release is used often for events which do 
not warrant a full release. A picture is taken, a few sen-
tences used to describe it, and released as such to the 
interested media. 
The speakers' bureau has recently come into its own 
at United States Steel. The company has always had speakers 
to talk to special groups such as sales organizations and 
engineering groups. 
Probably Benjamin Fairless of the Company has done 
more than any one person to carry the corporation story to 
the people. These speeches, like others made by company 
officials were made often in front of diversified groups, 
and usually published in leaflet form to be distributed in 
large numbers to the publics. 
The company, also, reaches the public through various 
other publications, such as: ( 1) the annual report, ( 2) the 
quarterly repoxt, (3) "Steel Making in America," a 100-page 
booklet, (4) "Steel Serves the Nation," a 277-page volume, 
(5) "Basic Facts," a pamphlet, (6) "Making and Treating of 
Steel," (7) "The Public and You," and others. These pub-
lications are distributed nationally in numbers reaching well 
into the millions to schools and other interested publics. 
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Motion pictures are considered another very important 
public relations vehicle by the company. Producing one of 
the first industrial. films in 1922, the company now has tech-
nicolor productions in ci-rculation throughout the world. 
The co~pany has used institutional advertising suc-
cessfully for years. This advertising 'has been simply an 
effort to promote good will and better understanding between 
the public and the corporation through such programs as, 
"Theatre. Guild on the Air,• and "The United states Steel 
Hour." 
In general, each district office is comprised of a 
staff of 20 persons on the average and is categorized into 
field operations and staff responsibilities. Both groups 
report directly to the district director. 
The field organization usually works closely with the 
plant superintendents in plant communities to help create a 
better understanding between the plant personnel and the 
civic community. This is accomplished through local releases 
about plant operations and community projects, such as open 
houses, public speaking appearances, film showings, and other 
activities falling under community relations. 
The staff organization develops company public rela-
tions programs for execution at district and plant level. 
Development of releases and speeches, educational assistance, 
booklets, advertising, research for special projects, and 
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extensive photographic file of company activities are part 
of their duties, The work here is not considered routine, 
as any unusual activity immediately throws peak working load 
on the district staff, which is a common occurrence in all 
public relations organizations. 
In the function of industrial management, favorable 
public opinion through community relations is dependent upon 
two principal factors. The first of these is sound policies 
which work to the mutual advantage of the company's employ-
ees, customers, stockholders, and neighbors in the plant 
community. Second is the proper explanation of these pol-
icies and public understanding of them. 
In 1951, United States Steel distributed 25,000 copies 
of a pamphlet entitled, ftThe Public and You," to its employ-
ees, calling their attention to the fact that each one of 
them was really a public relations man in the community in 
which they lived. 
It pointed out also that the company paid, through 
taxes to the local communities, thousands of dollars which 
are used for police and fire protection, as well as for public 
schools. This booklet was designed to help the citizen to 
realize that the plant's interests and his own interests are 
identical in many matters affecting the social and economic 
future of his community. In line with this, the company 
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enoourages participation by employees in all phases of oom-
munity life. Corporation publio relations field men are 
able to help in these oampaigns by publicizing progress in 
the local newspapers, and by spelling out the amount of 
employee and corporate oontribution, as well as peroentage 
of the goal attained. 
Corporation offioials and other members of the indus-
trial family, including oertain employees, are enoouraged to 
speak before civic organizations. This is considered an 
excellent community relations vehiole. 
In oommunity relations, United States Steel places 
heavy emphasis on the publicity association between the 
plant and the looal newspaper and radio station. Through 
this channel, flows much routine plant news of interest to 
the oommunity. The corporation feels cultivation of this 
outlet is absolutely essential. 
Under normal conditions, when plant security is not 
an issue, many people are able to see how steel is manufao-
tured through plant tours. At Homestead, Pennsylvania, an 
open house for three days saw 50,000 people tour the 
facilities. 
United States .Steel has long been aware of the area 
of misunderstanding about big business whioh exists in high 
schools and colleges. For this reason, the company has been 
vitally interested in the operation of the school systems. 
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The corporation would like every student to visit the plants 
personally and talk with management there, Where this is 
not practical, it was found that most boards of education 
and school superintendents encourage company participation 
in school projects. Therefore, the company has offered 
these educational aids and materials to the student: 
1. Reading lists--containing 15 publications about 
steel making processes and problems for students, 
2. Technical paper service--reprints or sometimes pre-
prints of articles written by qualified company 
personnel on such subjects as engineering, metal-
lurgy, chemistry, and geology, Each print is 
classified as to subject and distribution. A copy 
is sent to every local teacher and professor, 
public library, and other institutions. Monthly 
circulation is 4,000. 
3, Research bulletins--issued as many times a year as 
research developments warrant. Written in junior 
high school language, these bulletins reach 6,000 
teachers in the country. 
4. Teaching kits--entitled •How Steel Is Made," contain 
representative samples.of materials used in making 
steel and a text of explanation along with colored 
slides of the process. The kit is completely 
flexible, and with a quiz, allows for a complete 
50 minute teaching period, Divided into three 
parts, each more comprehensive than the next in 
scope, the kit can be used throughout junior and 
senior high schools. 
The accomplishment record of these activities at 
United States Steel was pointed up in 1952 by the Psycho-
logical Corporation's "Link Audit." Of the 10,000 people 
interviewed about United States Steel, ?2 per cent had a 
favorable opinion of the corporation. Since the company 
ranks second among the nine larger corporations in the 
United States in advertising and public relations expenditures, 
handled carefully by the New York Headquarterso Coordin-
ation is the key word. 
IIIo THE WESTINGHOUSE STUDY0 
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The Westinghouse Electric Corporation's public rela-
tions practices and procedures are important to this study 
tor two reasons. First, Westinghouse is one of the largest 
manufacturers in the electrical industry, but secondly and 
of more significance to this study, the company produces 
consumer goods for the consumer market, a practice which 
United States Steel does not adhere to directlyo 
Although United States Steel is just as much inter-
ested in creating public good-will as Westinghouse, it does 
not have the public relations responsibility of creating a 
demand for the finished product, selling only to processors 
and fabricators, who in turn, sell to the consumer public, 
One of the principal objectives of' this study is to deter-
mine if there is a common basic framework of public relations 
procedure, irrespective of the commodity being manufactured 
or the type of organization using the public relations 
techniques. 
Public relations activities started at Westinghouse 
back in the days when George Westinghouse, believing that 
Oaeneder, ~o £lio, PPo 43 et seqq, 
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the real future of electricity lay in alternating current 
rather than direct current, formed his company, Adversaries 
attacked him openly in all available media contending that 
alternating current was too dangerous for common use, In 
those days, it became a sensation if a man was killed while 
making an installation of alternating current, Under these 
circumstances, Westinghouse saw the need for inaugurating a 
formal public relations program to establish channels of 
communication with the public, In 1889, he employed a 
Pittsburgh newspaper man and gave him the following 
instructions: 
The Westinghouse companies produce achievement 
almost daily which newspapers may legitimately pub-
lish as news, As to general news about my companies, 
all I desire is that the papers print it accurately, 
The truth hurts no one, but misleading and garbled 
statements invariably do, and I want you to prevent 
any misrepresentation whenever you can, 
This policy statement today seems defensive. Yet, 
under the circumstances, it was understandable, By contrast, 
however, Westinghouse policies today are positive, They 
have been developed to help create a favorable attitude to-
ward Westinghouse for those publics which most directly 
influence the company's success, 
The overall public relations-corporation management 
team is as follows: the vice president of information 
services reports to the executive vice president, Under the 
vice president of information services are directors of 
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employee communications and public relationso Employee com-
munications fall roughly into the two categories of internal 
management communications and general employee informationo 
Public relations is subdivided into stockholder relations, 
research information, technical information and technical 
publicity, the trade magazine, Westinghouse Engineer, and 
community relationso The manager of community relations is 
also responsible for regional office coordinationo 
Basically, the public relations policy of Westing-
house is to maintain (to the greatest possible extent) an 
informed publico This public is made up of stockholders, 
employees, customers, and the general publico The company 
believes that it is just good business to keep in close 
touch with these groups which directly or indirectly in-
fluence the company's well-being. 
There are two fundamental reasons for the formulation 
of this policy. First, any misunderstanding between the 
company and the public can directly effect saleso Public 
dislike is exceedingly costly and dangerous to a large cor-
poration, not only because it can directly effect sales and 
profits, but secondly because it can be reflected in the way 
the public votes at the polls in local, state, and national 
electionso To assure a proper and adequate presentation of 
the company's policies, large companies, like Westinghouse, 
are compelled to disseminate information to avoid the 
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consequences of a poorly informed public opinion, Creating 
"Westinghouse preference" among the consuming public is the 
goal. 
The information services department is charged with 
the responsibility of administering this policy, It gives 
service to those specific publics which are considered 
important by Westinghouse such as the general public, busi-
ness and financial community, stockholders, employees, cus-
tomers, governmental bodies, engineering and scientific pro-
fessions, and Westinghouse plant communities. 
This same information services department is divided 
into three specific responsibilities: (1) public relations, 
(2) employee communications, and· (3} corporate contributions 
and membership. These duties and functions are employed 
primarily to represent Westinghouse as a good company, a 
good citizen, and a good employer and contributor for a 
better future America. 
As practiced at Westinghouse, public relations is the 
communication of ideas about company policies, products, 
and employees to those publics which influence the company's 
successful operations, It is a positive policy, This posi-
tive policy, Westinghouse summarizes in two words: "speak up." 
Nationally, the company "speaks up" through many media chan-
nels. This is considered good business. 
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One hundred and twenty thousand people own stock in 
Westinghouse. The company desires a close relationship here 
through annual reports, quarterly reports, interim reports, 
special communications, annual meetings, and by answering 
personally all correspondence from stockholders. 
The electrical industry in recent years has been 
growing three times faster than American industry in general. 
To match this growth, Westinghouse has expanded its public 
relations activities to properly service all parts of the 
country. Eight regional offices are now operating in the 
United States. The assignment of these regional offices is 
to help carry out information service's basic objective, 
which is to establish a preference for Westinghouse among 
the general public. 
Specifically, the regional assignment comprises five 
responsibilities: (1) developing, writing, and placing pub-
licity about company products, policies, and people in news-
papers, magazines, and with radio, television and other 
media; (2) arranging press conferences for key company per-
sonnel and planning press coverage of such events; (3) pre-
paration of speeches and arranging press coverage thereof; 
(4) assisting regional plants with labor problems or with 
community and employee relations programs including plant 
tours, and civic affairs; and (5) assisting in carrying out 
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in the regions all headquarters' information service's 
activities such as stockholder relations, employee informa-
tion, community relations and technical publicity. 
The divisions initiate their own public relations 
activities locally because of the pressure exerted by com-
petitors, and the heavy demand for specialized product pub-
licity in the trade and consumer press. 
To the trade and technical press, Westinghouse pays 
close attention. Manned by five editor-writers and a mana-
ger, this department has a primary job of selling the fact 
that Westinghouse is a good place to work to undergraduates 
in engineering colleges throughout the United States. 
Channels of communication have been established with editors 
of more than 80 college engineering publications. Twice 
weekly news about Westinghouse is distributed to these 
editors. 
A measurement of performance and efficiency at West-
inghouse is reflected by the "Link Audit" mentioned pre-
viously in the discussion of United States Steel. Conducted 
semi-annually, it is the oldest continuing study of public 
attitudes toward business in the country. In 1937, the first 
audit showed 66 per cent of those surveyed held a favorable 
attitude toward Westinghouse. In 1954, this number of favor-
able attitudes had risen to 86 per cent. The "Link Audit" 
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emphasizes that favorable public opinion is the responsibil-
ity of all Westinghouse employees, and that public attitudes 
are based far moxe on what the company does than on what it 
says it does" 
Community relations concerns Westinghouse mainly at 
its plant locations" The improvement and development of the 
company-community relationship is the responsibility of the 
individual plants. However, the community relations depart-
ment concerns itself with providing coordination and inte-
gration of these efforts. 
The company's wide integrated community relations 
program has been established around six basic objectives of 
community relations: (1) to have Westinghouse seen as a good 
citizen and employer, (2) to create a labor climate condu-
cive to efficient and uninterrupted plant operations, (3) 
to attract the most desirable people from the communities 
and areas avail.able for labor supply, (4) to convince the 
public that the plant is not only just a branch of a huge 
corporation, but is also a local business with definite 
local interests and obligations, (5) to stimulate the use 
of company products, and (6) to integrate the company-wide 
public relations activities into the plant community rela-
tions program and to localize these activities wherever 
possible. 
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A long standing characteristic of the electrical in-
dustry has been the publishing of technical journals for 
customers and salesmen, In 1941, Westinghouse started pub-
lishing the Westinghouse Engineer, The principal objective 
of this journal is to provide a medium of information for 
the technically trained personnel and managements of cus-
tomer organizations which purchase industrial and defense 
products from We.stinghouse. At the same time, the journal 
reflects the quality of the research and engineering aspects 
of the company's activities and products, with only a minimum 
attempt to promote the company's consumer products. Twenty-
seven thousand customer organizations receive the journal 
six times a year, Since it is not intended as a specific 
sales medium, or as a substitute for direct product promo-
tion, the publication carries no advertising, and has the 
highest possible standard of appearance, Westinghouse has 
also published two engineering textbooks, both of which have 
become very well known in the electrical field. Sales now 
average close to 2,000 volumes per year with the company 
selling them at cost, 
A company-wide corporate membership budget is approv-
ed annually, and a share is allocated to each department 
and division. Local executives can then determine which 
memberships they desire to maintain, The membership must 
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include the following qualifications: ( 1) it must develop 
trade and commercial value to the company, (2) it must pro-
vide technical, financial, commercial, or general informa-
tion helpful to the company, and (3) it must fulfill the 
company's recognized responsibility in Vlestingho use com-
munities, Such organizations as the Electrical Manufac-
turers' Association, and the National Industrial Conference 
Board are typical of these groups, The importance of this 
membership, from a public relations standpoint, cannot be 
emphasized enough. 
Seventy years ago, George Westinghouse could walk 
down the aisle of the company's plant and call each one of 
the 200 employees by his first name. Today, this is out of 
the question as the company now has 116,000 employees. 
In a move to satisfy this need for a closer manage-
ment-employee relationship, an employee information program 
was inaugurated in 1946, The program recognized the need 
for better understanding and improved communications between 
management and employees. Mr. Westinghouse said, "Unless we 
can secure the sympathy, understanding and goodwill of our 
employees, the properties and resources provided by our 
stockholders will be worth little." 
The main company objective is helping unite and en-
courage all employees in the common cause of improving the 
company's competitive position, and thereby strengthen their 
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own job securityo The overall program is divided into four 
objectives: (1) to keep employees regularly informed of 
company policies, (2) to emphasize the benefits and oppor-
tunities available to employees and make it clear that man-
agement's actions are governed as much by a consideration of 
employee interest as by the desire to satisfy customers and 
reward the owners, (3) to give public recognition to group 
and individual achievements to develop employee pride in 
their work, and (4) to emphasize the fact that the prosper-
ity of both management and labor are tied together. 
To. cope with the company's communications problems, 
the Westinghouse~. a weekly, was started after World 
War II. The ~is mailed to every employee's home. Its 
editorial policy is in line with the fundamentals of the 
company's employee information programo Several specific 
publication policies are worth mentioningf These are: 
(1) that all news in the publication must be of genuine 
interest to the majority of employees; (2) that readability 
of stories is carefully considered, and information about 
promotions, retirements and deaths is stressed; (3) that the 
News does not avoid controversial issues, and states the com-
pany position on matters such as wage increases; and (4) that 
the News does not shy away from reporting bad news, even 
fatal accidents. 
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The editorial staff believes that if the paper avoids 
news because it is adverse to the company, then, such re-
porting impairs the believability of the paper. The paper's 
credibility index is high among employees and reduces plant 
rumors through objective reporting of events. 
At the end of World War II, 17 plant publications 
were separately edited and printed. Recently, this function 
was being performed in Pittsburgh, where the main paper is 
made up of general information and inserts added to it for 
each of the 23 plant locations. With professionals handling 
the paper from one office, the qua~ity of the publication 
is excellent. Local news from each plant is cheaply repro-
duced and added to the particular edition, cutting costs and 
manpower throughout the system. 
The Westinghouse Corporation uses five methods of 
reaching its employees in addition to the above mentioned 
publications. These are as follows: (l) an annual report 
to employees; (2} bulletin board program; (3) family days, 
tours, and open house at the plant; (4} letters to the 
employees; and (5) diary-employee handbook, a Westinghouse 
"first," which combines a diary for the employee with a 
section of simply written facts about the company included. 
This employee information program is centralized at 
company headquarters in the employee information section, 
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and strives to accomplish two goals, To inspire the em-
ployee to do his work better, and show the employee that 
company success is a result of teamwork, are the objectives 
Westinghouse places in this area of employee relations, 
Contented employees are thought to be the greatest salesmen 
a company can have, 
CHAPTER VII 
COMPARISON AND CORRELATION OF BOTH 
CIVILIAN AND MILITARY PROGRAMS 
I. INTRODUCTION 
This thesis on civilian public relations and its re-
lationship to military public information will now attempt 
to compare the facets or parts of these programs to each 
other. Similarities exist throughout both programs, and al-
though different terminology is used, most broad goals 
strived for are identical. Some variations in the programs 
are really nothing but semantic difficulties; others are 
bona fide differences. These differences will hopefully be 
found and analyzed in this chapter and dealt with in Chapters 
VIII and IX. 
II. PUBLIC RELATIONS OBJECTIVES 
Properly conceived and administered communications 
and informational programs can be an active partner of the 
company's selling and operating arms. 1 Public relations 
handbooks and other texts, which discuss public relations 
administration, state this clearly, and also advance the 
lnepartment of_ the Army, Know Your Army (Washington: 
Government Printing Office, 1957r:-P. 3. 
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theory that p~blic relations is a top echelon department in 
any company, As s~ch, the head of this department sho~ld 
have top stat~s in the official family, In the two ind~s­
trial corporations st~died, this was tr~e. We find this 
sit~ation existing in military information also at the high-
est levels, namely, the Office of the Chief of Information, 
who reports directly to the Chief of Staff of the Army, 
Interestingly eno~gh, the p~blic relations objectives of 
both civilian and military are almost identical, yet ind~s­
try has done more of a complete, definite job than the Army. 
Ind~stry interprets p~blic relations as "promoting 
favorable p~blic attit~des towards the company incl~ding 
with this idea the overall importance of private enterprise 
for the general welfare." (Collective promotion of this 
idea is ~niversal among large corporations, b~t not so in 
the military.) By informing the p~blic abo~t the company, 
its labor policies, working conditions, civic programs, 
achievements in research and technology, and the necessity 
and j~stification for profits, the ind~strial company feels 
it has performed its p~blic relations d~ties, 
The military attack the same objectives with differ-
ent words, "Tell the p~blic abo~t yo~r Army,ft keynotes the 
program since the Army feels it has an obligation to keep 
the people informed abo~t the vital part the Army is playing 
in the attainment of o~ national objectives, Altho~gh 
not as completely defined as the industrial objectives, 
these statements certainly mean the same thing, 
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In both oases, civilian and military, the basic ob-
jective of the program is the production of goodwill by 
attaining greater acceptance of the organization and a more 
favorable attitude toward its policies on the part of the 
public. This goodwill depends primarily upon the good con-
duct of the enterprise itself, upon the integrity of its 
management, and upon the conscientious effort of that manage-
ment to conduct its affairs with the highest regard for the 
public interest. Written directly from civilian studies of 
the program, llike The Lockhart Report), Army regulations 
are as specific in this area of general objectives as are 
the civilian goals. 
Gene·rally, all civilian companies want the public to 
think well of the company itself and also the men running it, 
All companies express an obligation on the part of the public 
relations department to cooperate with the sales department 
in the merchandising of the company product. 
The communications progrruns in industry necessarily 
involve a great deal more than an attempt to just answer 
inquiries or criticisms. Companies studied employed a wider 
range of communications activities such as: (1) the prepar-
ation of speeches for executives that correctly reflect com-
pany policy; (2) close scrutiny of company publications to 
83 
insure all information is readable, factual and understand-
able; (3) participation of company personnel in civic 
affairs; and (4) constant coordination with all local media, 
trade and professional associations. 2 
A survey of a number of large companies having ~ssets 
of five million dollars or more shows that 54 per cent of 
their top executives now play a part in public relations 
activities. These executives believe generally that the 
friendly customer buys more, the local employee is reluctant 
to go on strike, and the stockholder who has confidence in 
management holds on to his investment longer, with adequate 
public relations communications with these publics by the 
company. 3 
Both companies feel that the main communications 
efforts should be made at the employee and plant community 
level. In line with this, these companies seem to be devel-
oping a growing interest in the techniques of personalized 
face-to-face communications. 
In 1951, Albert Frank Guenther Law, Inc., in coopers-
tion with the American Press magazine, queried a cross sec-
tion of the country e.di tors of the nation. One of the 
2F, Rhodes Heneder, ~Public Relations Practices 
in Si~ Industrial Corporations (Pittsburgh: University of 
Pittsburgh Press, 1956), p. 28, 
3Ibid. 
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astounding results of the survey was that 81 per cent of the 
editors in question believed that the government should have 
some control over prices and wages. It has been surveys 
such as this that has spurred business on in the field of 
public relations. 4 
Another social group in which industry is taking con-
siderable interest is the clergy. For millions of church 
goers, the clergymen's concept of right and wrong has tremen-
dous influence. 5 Surveys show clergymen find nothing wrong 
with making a profit, but many feel businesses are too pre-
occupied with this goal. Clergymen are unwilling to concede 
that business must live by economic law alone. Running a 
business, they say, involves serious social responsibilities. 
Again, industry has been interested and concerned in these 
results. 
It could be stated that today business is not owned 
by a few, but by many. United States Steel, for example, 
has.more stockholders than employees. Both these publics 
are considered extremely important. The military informa-
tion program is .beginning to reflect a change in thinking in 
this area, and is falling into line behind industry--realizing 
the importance of communications to their programs. 
4The American Press, Vol. LXIX, (March, 1951), pp.l0-11. 
5opinio.n Research Corpo~ation, Business and the Clergy 
(Public Opinion Index for Industry, 1949), p. 16. 
III. COMPARISON OF AREAS OF INTEREST--
CIVILIAN AND MILITARY 
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The publics, Industrial companies subdivide the gen-
eral public into similar categories: stockholder, customer, 
employee, supplier, federal, state and local government, and 
the general public, 
Army information has similar categories which corres-
pond closely: the stockholder, customer, and general public 
are usually lumped together as a public and handled through 
the Public Information Division, Office of the Chief of 
Information; employee relations, is controlled by the Troop 
Information Division; federal, state and local government 
relations are handled by the Office of the Chief of Staff 
(a recent change) with coordination through the Chief of 
Information; and the suppliers' public is dealt with through 
the Civil Liaison Division, Office of the Chief of Informa-
tion, (See Chapter I, Section VI). 
~ media. In general, most industrial companies use 
the same media to get their story to the public. Newspapers 
and wire services, magazines, company publications, motion 
pictures and television, speakers from the management group 
and institutional advertising are common to all, With the 
exception of the advertising, the military uses the same 
media. 
In the dissemination of information, there are very 
few differences between the civilian and the military. To 
be assured of national coverage, most industrial concerns 
maintain nationwide teletype systems to all media to be 
reached and major offices in principal cities. Telegraph 
facilities are also used extensively by industry to alert 
not only its normal recipients, but broader audiences when 
desirable. Most companies use press conferences often in 
their dissemination of information. The military approach 
and technique are similar to industry, although military 
press conferences seem to be becoming a rare occurrence in 
Washington. (See Chapter IX}. 
Community relations. The Army program accentuates 
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the liaison between civil and military, as does United States 
Steel and Westinghouse. Community relations are important 
to civilian companies, because many times, community life 
centers around the corporation. This convenient audience is 
often very receptive to industry's communications, and mili-
tary activities as well, and is thus cultivated to varying 
degrees by both the individual military installation and 
industrial firm. Responsibility for this activity is 
usually the plant manager. In the military, it is the local 
Commander with the help of his information officer. Coor-
dination of these efforts and assistance to local managers 
is handled at the main headquarters level in both cases. 
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When people understand facts, policies, and procedures with 
the "why" included, both industrial and military organiza-
tions have been surpirsed and amazed, (in some cases}, at 
the favorable response to these situations by the public. 
Industrial concerns seem to agree that open houses, 
plant tours, and family days, constitute one of the impor-
tant parts of the community relations program. Some indus-
trial firms (United States Steel) consider community rela-
tions so important that it is a major responsibility of 
their director. of public relations. In the military, this 
stress is not so pronounced. The two industrial firms sur-
veyed agreed that these five general areas are the most 
important: 
1. It is necessary to have participation in civic 
affairs by management, including talks before 
local groups. 
2. There should be specific programs for charity 
donations. 
3. There should be mailings to local opinion leaders 
of company information materials • 
. 4. Continuous publicity and working press relations 
should be maintained at all times. 
5. Opportunities should be offered to special groups 
to visit plant facilities. 
The implementation of these objectives again vary 
from company to company. The military information regula-
tions list specifically four of these five objectives 
(with Number 3 above being omitted for lack of available 
funds). In the military, however, the implementation of 
these principles vary depending on who the commander and 
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information officer are. On some installations, only one or 
two of these objectives are ever utilized. 
In 1945, at Norfolk, Virginia, the information officer 
assigned, established the first civilian advisory committee 
made up of community leaders and the military. From that 
beginning, over 500 of these committees now exist. Their 
success or failure again depends on who the commander is, 
and whether he wants to cooperate with such a program. 
However, for the commander who just doesn't like civilians 
(see Chapter VIII), the regulation, which adequately covers 
this field, is like a cry in the wilderness,6 
Educational activities. Both industrial concerns 
surveyed, recognize the importance of this field of endeavor. 
Statistically, \1958), the companies know it costs an aver-
age of twenty-three hundred dollars to recruit a specialist, 
(chemist, engineer), from college. To help relieve this ex-
pense, progressive action has been taken in this area of 
liaison between colleges and industry. In the long run, it 
was found that these techniques save money. 
From a military standpoint, fund allocations prohibit 
the use by the Army of many of the techniques used by indus-
try on educational activities. (see Sections II and III, 
Chapter VI). However, since the Army needs more qualified 
6nepartment of the Army, Army Regulations AR 360-55, 
"Troop Information," February 8, 1956. 
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personnel each year because of the growing complexity of the 
weapons of war, many of the activities (now the responsibil-
ity of the recruiting arm of the service) should be trans-
ferred to the information program. (see Chapter IX for de-
tailed recommendations). 
Employee information. Industrial concerns concentrate 
most of their money and activity in this area in a house 
organ for employees. In both cases examined previously, it 
is mailed to the employee's home. Generally, company organs 
report bad as well as good news, and do not duck controver-
sial issues. Military organs do not generally follow this 
format. 
The Army regulation, "Troop Information," (resolved 
earlier in this thesis was the fact that troop information 
is synonymous with employee relations), contains essentially 
the same general concepts found in civilian objectives in 
employee relations. Unfortunately, the Army has not found 
its internal program to be as successful as it would like it 
to be. 7 
Product publicity. Most large industrial organiza-
tions believe that product publicity, as such, belongs in 
the marketing and sales department of' the company, However, 
~ajor E. Stuart Wells, "A Study of the u. s. Army's 
Intern.al Information Program" (unpublished Master's theses, 
New York University, New York,·l958), 
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recently these organizations have realized the need for very 
close cooperation between the sales and the public relations 
departments to insure the proper approach to the public 
initially, so future product promotion will be received fav-
orably by the publico Generally speaking, "product pub-
licity" in industry is used to acquaint the public with a 
new producto The advertising which follows under the sales 
department is usually termed "product promotion," The res-
ponsibility is initially with the public relations depart-
ment, later with sales, 
In the military, "product publicity," generally speak-
ing, could be approached in somewhat the same manner as done 
in industry. Keeping abreast of latest developments and 
translation of this information from technical to non-tech-
nical, should be the continuing job of military information. 
IV. ORGANIZATIONAL STRUCTURES COMPARED 
The approach in this section will be presented in the 
following way: eight general considerations will be advanced 
and the organizational structures which perform these func-
tions in civilian or military areas will be discussed. The 
eight general considerations found in every communications 
program are as follows: (1) or~anization, (2) public rela-
tions objectives, (3) the public served, (4) the media used, 
(o) community relations, (6} educational activities, 
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(7) employee information, and (8) product publicity.s 
Organization-.-military ~ civiliano We have seen 
earlier, the general structure of the Army information pro-
gram, the head of which reports directly to the Chief of 
Staff and attends top level conferences, The organization 
necessary to perform this information mission is clearly 
stated in Tables of Organization and Equipment, from the 
highest level (Chief of Information) to the lowest (iso-
lated posts of company strength or less). Below Division 
level, the information officer responsibility falls directly 
on executive officers down to the companieso At Regimental 
level revision in organization structure now places an 
officer in information with additional duties. 
Information being a "command responsibility," the 
individual commander must keep abreast of information events 
at all levels, Normally, however, Division level performs 
all program coordination as a clearing house for all re-
leases and activities from that unito Generally recognized, 
however, is the fact that in relation to industry, the mili-
tary has never had enough people assigned in information 
work in relation to total number employedo A good example 
is the United States Steel Corporationo 9 Latest 
~eneder, loc. cit. 
9Heneder, ££o cito, p. 7lo 
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figures (1958) list 100,000 employees and over 90 full time 
public relations staff members, Proportionately, the Army, 
with one million men assigned, has nowhere near the ratio 
(approximately one to 1,000) that industry has in its organ-
ization, This is reflected in the Army program, 
Civilian organizations which contain effective public 
relations departments, place the director of activities in 
the top management bracket, Progressive companies have 
district public relations offices, depending on size and mar-
ket areas, reporting directly to the headquarters of the con-
cern, The accepted ratio of public relations people to em-
ployees seems to run close to one to 1,000, Coordination 
and control on policy is kept at headquarters, District 
managers handle plant localities as the situation warrants, 
Public relations objectives--military and civilian, 
The objective of any communications program is the creation 
o~ goodwill, Nowhere in Army information regulations does 
it mention these words specifically, yet, the obvious goal 
is just that, Its organization in Washington reflects and 
projects an aspiration to "sell" itself to the people and 
make the Army known as an efficient, capable organization, 
Some factors in this over-all scheme of things are differ-
ent from those in civilian companies, Any organization that 
drafts people into service certainly has more problems 
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internally and even externally in most cases. The job of 
selling becomes more demanding and strenuous, with the objec-
tives sometimes becoming hazy in the cloud of situations, 
circumstance, and variables of all kinds, 
The creation of goodwill is considered essential here 
in civilian industry. It is coupled with the desire for 
greater acceptance of a product by customers and potential 
customers. Universal in recent years is the civilian desire 
to "sell" the idea of the profit motive to the public. 
(Shades of Adam Smith!) 
The over-all goal strived for is to make the company 
known as a good place to work and do business, enhance its 
prestige, and achieve understanding of its policies, prob-
lems, and operations. To accomplish this, the companies 
have decentralized and given as much freedom as possible to 
the individual district manager which seems to be the most 
successful method to reach the public. 
M.e.dia ~--military ~ civi.li.an. In both programs, 
the stress and importance of the newspaper is clearly seen. 
The news release, feature story, and pictures accompanying 
them are considered an important and critical part of both 
civilian and military programs. Civilian authorities state 
that in corporate industry, over 60 per cent of public rela-
tions activity manifests itself in publicity. The military 
News and Features Branch of the Public Information Division 
is a large organization, and continually active in this 
field. 
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Company magazines and house organs, together with 
other company publications, are industry's all important 
vehicle for getting the company story over to its employees 
and the public. Here, a minor difference with military 
philosophy arises. Companies send plant publications direct-
ly to the employee's home for two purposes: first, the cor-
poration keeps its mailing lists up to date; and secondly, 
the company is expecting and hoping that the members of the 
employee's family will read the publication. The publica-
tion is so designed as to attract outside readership. The 
military philosophy with this medium seems to be only inter-
ested in reaching the military man himself, which is unfor-
tunate, 
Both the military and industry realize the importance 
of institutional advertising, motion pictures, and plant 
tours as public relations tools. Both use them continually. 
Industry's philosophy about public speaking is gener-
ally the same. It is felt that company officials, whose 
knowledge of the business is sufficient to warrant their 
appearing before public gatherings, should do so. Numerous 
companies train their executives carefully in speech techni-
ques by employing speech experts. 
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The military organization has no formalized speakers' 
bureaus as found in industry. In training information 
officers, the Army stresses public speaking, yet reminds the 
officer that his job is a "back stage" one, as the commander 
should do the speaking whenever possible, Nowhere in the 
Army information organizational setup is there an agency to 
handle Army speakers. The Army's lack of appreciation and 
initiation of such a program is unfortunate, as military men 
should be speaking often to many diversified groups with the 
effort and intent of "selling" the Army to the public as an 
efficient organization worthy of their wholehearted support. 
Community relations--military and civilian. As seen 
in Section II of this Chapter, both the civilian and mili-
tary are vitally interested in community relations and have 
enacted progressive programs to implement it. Under this 
category, industry is interested in four basic groups: 
schools; employees and their families; the general public; 
and special publics such as, youth organizations and others. 
The military has no formalized school liaison program, but 
reaches essentially the same audiences as industry does 
through its Civil Liaison Division in Washington. 
(See Appendix B.) 
Employee r_elations--military and civilian. The basic 
objectives are the same for both. civilian and military. In 
previous areas, the civilian definitions tended to be more 
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lengthy and complete, However, the Troop Information Divi-
sion's objectives for the Army internal program far out-
shadow the civilian definition of it, (See Chapter III, 
Section 3), Essentially the programs are the same as far as 
objectives are concerned, but of course, the military must 
motivate the soldier to fight, Industry's task isn't so 
critical and demanding along these lines, 
A simplified comparison of the two programs discussed 
in this Chapter is shown in the following Table, which cate-
gorizes the similar functions of military and civilian 
information programs. 
TABLE I 
COMPARISON OF MILITARY .AND CIVILI.Ai.'l" 
PUBLICS TO BE SERVED 
lolili tary 
Public Information Division, oooe>oo 
" 0 0 0 0 Troop Information Division , 
Civil Liaison Division • , • • 0 0 0 0 Q 
Civilian 
Stockholders 
Customers 
The General Public 
Employees 
Governmental 
Bodies 
Suppliers 
Special Publics 
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V. SIMILARITIES .AND WEAKNESSES PRESENT 
We have seen from the previous discussion, similar-
ities that exist between civilian and military organizations, 
and can rightly conclude that in most areas, the objectives, 
although semantically different, are synonymous. 
In three areas, we find differences in the programs 
up to this point: 
1. The lack of a formalized military speakers' bureau 
is the first weakness. 
2. The lack or inability of the internal program (troop 
information) to establish a program of cooperation 
and understanding with the soldier's wife and 
family, by not gearing and aiming a large propor-
tion of the program towards them, 
3. The failure to work more closely with schools and 
colleges, not from a recruiting viewpoint, but 
from a public relations standpoint, 
These disfunctions will be discussed in length in 
Chapter VIII. 
CHAPTER VIII 
COMMUNICATIONS PROBLEMS FOUND 
I, INTRODUCTION 
As stated earlier, the purpose of this thesis is 
two-fold. First, we have attempted to compare the military 
program with the civilian program to ascertain where simi-
larities exist. Having accomplished this, our next purpose 
is to discover the weaknesses and shortcomings in both pro-
grams (in addition to the three dis-functions already men-
tioned in Chapter VII, Section V). The second phase in this 
thesis will be the elaboration of these shortcomings and the 
attempted resolution of these problems in Chapter IX, 
Again, only in a general sense will the word "communi-
cations" be used in this thesis. The process of transmit-
ting and rec.eiving information from the source (the indivi-
' 
duai public relations program) to the receiver (the publics) 
ls communications. Any disruption, distortion, misinterpre-
tation, or other failure of the message to get through is a 
communications problem, in the general sense. 
Dr. Bernard Berelson, University of Chicago, states 
the following about the process of communication: "Some 
kinds of communication on some kinds of issues, brought to 
the attention of some kinds of people under some kinds of 
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conditions, have some kinds of effects,nl In his book, 
Mass Communications, Berelson identifies these five central 
factors and the extent to which the interrelationship of 
these variables constitute the subject matter of theory in 
the field of communications. For the purposes of this 
thesis, it is necessary to realize that communication theory 
as advanced by Berelson and others, attempts to understand 
the influence that communication plays upon the opinions of 
the general public, and as such, has a bearing on this dis-
sertation which deals primarily with the attempt to communi-
cate by industry and the military to their publics. 
Professor Louis Wirth, University of Chicago, speak-
ing before the American Sociological Society, reminded his 
audience that for centuries the traditional ways of communi-
cation had consisted of rumor, gossip, personal contact, or 
had been transmitted by means of the pulpit, the school, or 
the forum.~ To this, has been added in our time the radio, 
motion picture, and the press to comprise today's mass media 
of communication. Professor Wirth believes that mass communi-
cation is rapidly becoming, if it is not already, the main 
lBernarddBerelson, Communications ~ Public Opinion 
(Urbana, Illinois: University of Illinois Press, 1949), 
pp. 117-118. 
2scott M. Cutlip_and AJ.len H. Center, Effective Public 
Relations (1st ed •. ; Englewood Cliffs, New Jersey: Prentice-
Hall, Inc., 1952), p. 128. 
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frame work of the web of social life, Management, unions, 
and the military, aware of the crucial influence of public 
opinion upon their relative positions, have not been slow to 
utilize the instruments of mass communication, both inter-
nally and externally in an effort to mold attitudes and 
affect the decisions society makes, 
II, IMPORTANCE OF MAJOR STUDIES 
In the civilian companies studies, one fact emerges, 
Although differences are apparent in organizational struc-
ture, (partially because one is a basic producer and the 
other a consumer product producer) and administration pro-
cedures, the basic philosophy and approach to the generally 
accepted publics are synonymous. The eight fundamental 
parts of the civilian programs although handled differently 
depending on individual managers, are agreed upon by indus-
try and much mutual activity actually takes place in the 
approach to the publics. These eight fundamental parts or 
considerations in public relations today are as follows: 
(1) organization, (2) public relations objectives, (3) 
publics served, (4) media used, (5) community relations, 
(6} educational activities, (7) employee information, and 
(8} product publicity. These could be considered as the 
characteristics of public relations today, Twenty years 
ago, industry like the military, had a public relations 
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program which consisted only of publicity, These above 
stated considerations may well be obsolete in another 20 
years. One thing is certain, industry has come a long way, 
public relations-wise, in twenty years. 
The corporations studied are important to this thesis 
because an overview of corporate public relations thinking 
and activity can be gained through observation and study. 
Academic texts are not necessarily sufficient in this case, 
as theory and actual practice may not be the same in this 
study, With the basic foundations laid in the corporate 
public relations field, a careful observation of the mill-
tary program in comparison can be accomplished. Civilian 
experts can foresee no fixed character for future public 
relations programs. Public relations is a changing, dynamic 
business, requiring progressive, creative people to adminis-
ter and guide it. Enlightened people in industry realize 
that Wthe most important product of industry is what it does 
to the lives of the people who work in it; and for its own 
safety it needs to contribute to making well-balanced 
individuals,n3 Some of the public relations techniques de-
veloped by several companies derive from the tremendous ad-
vances made in the past two decades in the mechanics of 
3Richard A. Lester, Labor and Industrial Relations 
(New York: The Macmillan Company, 1953), p. 41. 
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communication. Universal among business leaders is the 
thought that flexibility is needed in most phases of busi-
ness, especially in the marketing, sales end. 
Industry now uses an ABC formula for community rela-
tions, universally. "Live right," "tell employees about 
it," and "tell the community about it," seem to wrap it up. 
This assimilation and transmission of information from com-
pany to public is considered crucial. Peter F. Drucker, in 
his book, Concept of ~ Corporation, discusses General 
Motors 1 public relations in the following way: "Every major 
decision of a g~eat corporation affects the public somehow, 
as workers, consumers, citizens; hence, the public will re-
act consciously or subconsciously to every move the company 
makes. n 4 
Evidently, communication is the system through which 
relationships develop between individual persons and groups. 
Charles H. Cooley, in his writings, Human Nature and the 
Social Order, pointed out: 
••• that not only does language constitute the sym-
bols of the mind, but that in a sense all objects and 
actions are mental symbols. Communication is the means 
whereby the mind develops a true human nature. The 
symbols of our social environment suQply the stimulus 
and framework for all of our growth.~ 
4Peter F. Drucker, Concept of the Corporation (New York: 
The John Day Company, 1946), p. ll?. 
ocharles H. Cooley, Human Nature and the Social Order 
(New York: McGraw-Hill Book Company, l93ST; PP7 ll-12. 
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Through careful examination of two large industrial 
organizations, it is possible to draw conclusions as to the 
general thinking and policy in industrial public relations 
today" Experts in the civilian field feel that many advan-
ces will take place in this field of endeavor in the next 
ten years" One thing is sure {even from this study), cor-
porate management has the sincere desire to seek the good-
will of the people" Ao H.Forster, Armstrong Cork Company, 
points out that public relations should achieve recognition 
as a top management function within ten years" Forster be-
lieves that new tools will be developed for measuring and 
evaluating public opinion, and that future emphasis will be 
placed upon the oral form of communication" 6 The United 
States Army will do well to keep abreast of developments in 
these areas. 
Diversified as the two companies studied were in 
geographic location and type of consumer market, their ap-
proach to public relations was surprisingly similar" The 
purpose of this section was to re-establish this fact. 
6Allen H. Forster, ~Public Relations,rt Ten Years 
Progress 1a Management, 1942-1952, (New York: American 
Society of Mechanical Engineers, 1953), 
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III. MUTUAL PROBLEMS 
In 1938, Russell Davenport wrote: 
In view of the tremendous advances American busi-
ness has made in past years, it might be supposed 
that the business man would be held in some consider-
able esteem. It might be supposed that in a country 
that has been bent upon material advancement, the 
leaders of the advance would occupy some position 
analogous to those of the heroes, the warriors, or 
the statesmen of old. But the reverse of this .is 
true. The evolution of the American society has' pro-
duced this stark paradox, that business, which has 
given the nation what it wanted most, is the nation's 
favorite object of attack. This paradox is the more 
striking in that it applies with greatest force 
against those who have been most successful in busi-
ness--the ~big" business men and the corporations 
they represent. The important leaders of industry 
are lectured to over the radio. and hailed to Wcashing-
ton to testify at formidable inquiries, with most of 
the public hoping for the worst. The American people 
have never really been sold on "business," particu-
larly of the modern industrial variety,? . 
The supposed cure for this situation is what the busi-
ness man calls "public relations." Obviously, to different 
people it means different things. However, this survey of 
two industrial companies shows that consistent thought does 
exist on general principles of what public relations is; the 
techniques of administering it vary according to organiza-
tion. A great deal has been accomplished in this field 
since Davenport's 1938 editorial. Generally speaking, the 
public does not feel that "big" business is "bad" business 
7Russell W. Davenport, The Dignity of Man (New York: 
Harper & Brothers, 1938), 
necessarily, as two recent wars have shown the need for 
large industry to produce the weapons of war. 
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Many of the communications problems found in indus-
try, internal or external, are omnipresent in the military 
information structure also. Certain external and internal 
problems are mutual in both organizations. 
In all three organizations studied, civilian or 
military, one overriding factor continues to emerge, that of 
large organizational structures and the drawbacks which are 
omnipresent. All three organizations are bureaucracies in 
the truest sense and suffer from the disfunctions thereof. 
"Bigness" can be "badness" in the business of communicating 
with publics, civilian or military, for several reasons. 
Of primary concern to the industrial company or the 
military is the question of money available for public rela-
tions activities. This is the essential element in both 
programs, regulating the flow in all forms to all publics. 
Here, large administrative organizations can hinder badly 
the overall program to the publics. It goes without say-
ing that the first place to be cut in times of austerity are 
the public relations activities. If public relations organ-
izations are overstaffed, operational costs cut directly 
into the fund available. "A bureaucracy is an organized 
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system for not getting things done," says Robert Dubin" 8 
Four common disfunctions plague these bureaucracies. 
They are, (1) an effective bureaucracy demands reliability 
of response and strict devotion to regulations; (2) this de-
votion to the rules leads to their transformation into ab-
solutes, and they are no longer conceived as relative to a 
given set of purposes which; {3) interferes with ready adap-
tation under special conditions not clearly envisioned by 
those who drew up the general rules; and thus, (4) the very 
elements which conduce towar~s efficiency in general produce 
inefficiency in specific instances" Added to these four 
disfunctions is this axiomatic statement: 
ooobureaucratic officials want to multiply sub-
ordinates, not rivals, and officials than to make 
work for each other. This phenomenon is accurately 
described in British Admiralty figures for the years 
1914 through 1928. During the first World War, two 
thousand Admiralty officials controlled the Navy of 
62 capital ships in commission, By 1928, the number 
of capital ships had decreased to 20 and the number 
of officials had risen to thirty-five hundredo9 
Both the military and industrial corporations suffer 
from these disfunctions in several but similar ways. For 
example, public relations is a dynamic, changing, fluid 
field of endeavor in both areas. Any system demanding 
8Robert Dubin, Human Relations in Administration (New 
York: Prentice-Hall, Inc., 1951), p. 154. · 
9c. Northcote Parkinsonj Parkinson's~ (Boston: 
Houghton Mifflin Company, 1957 , p, 14o 
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reliability of response and strict devotion to regulations 
can be headed for trouble in this business of communicating 
with the publics. New studies in communications areas are 
bringing new concepts and ideas into light, often regarding 
changes in principles involved. Flexibility is needed des-
perately in the field. Although this study shows more soph-
istication on industry's part in changing with the times, 
both groups lack badly this freedom of thought and action so 
vitally needed, as evidenced by industry's recent but fail-
ing effort to "sell" the American people on the merits of 
industry, and the military tendency to define and restrict 
so carefully by regulation all information activities. 
Funds are a problem as stated earlier. The military 
system for controlling funds has been naive and ineffective 
(Bee Appendix E). Corporations studied revealed that the 
bureaucratic pitfall of overstaffing may be present thus 
making way for the rule that subordinates tend to make work 
for each other and multiply regardless of work load. With 
uncontrolled increases in personnel cutting into funds, the 
civilian corporation may be headed for a dangerous pitfall 
in the future. 
Although the Army established regulations in 1956 
providing a program of specialization within the framework 
of the Career Management Branch for officers interested and 
information work, it takes at least 14 years of service 
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under the present promotion system to attain the rank of 
Major, which is the authorized grade for a division informa-
tion officero Regardless of the schooling, experience, or 
ability, an officer has in the information career field, his 
promotion is controlled carefully. He may wait in a static 
position for years before becoming anyone of authority in 
information work. This is not entirely the Army's fault, as 
officers in peacetime are promoted only as vacancies become 
available in higher grades; yet this has a stagnation effect 
on younger officers in all (but especially information) work. 
In most cases, civilian corporations promote qualified per-
sonnel in a system other than strictly "time in grade," as 
competitors are always alert to acquire these personnel when 
a situation warrants it. 
The other main problem area for both civilian and 
military public relations organizations is internal instruc-
tion and subsequent appreciation of what the program is 
supposed to accomplish internally. In the military, only a 
few hours are allotted to the instruction of information 
subjects to students in service schools. Classes are some-
times jammed into periods between tactics and gunnery, and 
many of the school instructors have no appreciation or know-
ledge of the subject whatsoever. Civilian organizations 
suffer not from lack of training of personnel engaged in 
public. relations work, as the Army who trains information 
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officers at a special school does, but rather both sutter 
from a lack of internal understanding from both labor and 
parts of the management group as to what public relations is 
and its function in the over-all marketing picture. 
It the Army is to ever become successful in selling 
itself to the public, it must first convince the officers 
and men in the organization that it is a good organization 
worth all the claims being made about it by information 
officers. Without internal understanding and acceptance, 
no external. program can survive. The secret weapon in the 
picture is really the individual soldier himself who is the 
best medium of public relations the Army has. He must be 
cultivated. 
Industrial corporations suffer from the same problems 
as the military. Many high ranking managerial executives 
dislike, distrust, and in some cases, disregard public rela-
tions activities as "ballyhoo" (or as phoney press agentry 
deviously carried on by professional charlatans). Naturally, 
since they don't understand it, they don't cooperate with it. 
Unfortunately, this thinking permeates the organizational 
structure down to, and including, the individual worker. 
For the worker in industry and the soldier in the 
military, there is an internal program designed to allow him 
to identify himself with the organization of which he is a 
member. For the selected Army officer who wishes to become 
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an information officer, the Army has excellent schools to 
train him. ln the civilian world, public relations experts 
come from many fields. The main one is journalism, but in 
any case, their training is easily acquired through schools 
and practical experience. 
The two groups which are dangerous to the civilian 
company and the military are the managerial groups not con-
nected with public relations activities, 
ence other people. They control funds. 
These people influ-
They are the busi-
ness "in fact." The military has really never bothered to 
educate the officer corps in the merits of good public rela-
tions. The industrial corporation has never had a formal 
program to educate its other managerial personnel. With 
this lack of understanding in top positions, it is most 
difficult to carry on any successful program of communica-
tions with any public. 
The responsibility for the education of this group 
falls primarily on top management, civilian or military. 
Public relations is a management function. The top execu-
tive must impress upon his juniors the necessity of under-
standing and cooperating with such a program. 
rl. PROBLEMS UNIQUE TO EACH PROGRAM 
The Chief of Information, a Major General, is normally 
assigned to that position for a two year period. Since the 
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Army school system for information officers is a relatively 
new one, (1946) most of these officers have had no formal 
training in public relations as sucho However, the Army se-
lects these officers generally for their past performance in, 
and association with, successful information programs 
throughout the Army, and acquire senior officers who at 
least have an appreciation of what the program is attempt-
ing to accomplisho The one drawback of the system is that 
it normally takes approximately a year for the General to 
become acclimated with the formalized program as it exists. 
A year later he leaves fo~ another assignment. The Army's 
information program has the Chief for about a year of full 
operational and policy making activities, then, he's moved 
on. This is reflected in the program. 
The internal program called, "Troop Information," is 
sadly lacking in many respects. Unit commanders have had 
the tendency in the past to regard the time allotted for in-
ternal communications with the troops as their personal time 
when they can give the troops "hell" about something of a 
personal nature. Other factors have compounded this problem 
in the internal program 
Major E. Stuart Wells lists these shortcomings of the 
program as follows: 
l. Commanders seem to be untrained in the practice of 
dissemination of information to the troopso The comman-
der communicates instinctively with his men, rather than 
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by training, in face-to-face primary group communication 
with them, Unit commanders seem to have neither the 
training nor desire to transmit motivational informa-
tion, and the Army's extensive educational system makes 
no attempt worthy of the name to correct the training 
deficiency thus indicated; 
2. Nor do commanders use all the tools of evaluation 
and persuasion provided them. The Department of the 
Army has discouraged the conduct of group discussions, 
thus depriving unit commanders of their most effective 
medium of evaluation and face-to-face persuasion; 
3. This has led to general evasion of responsibility by 
the commander of his indoctrination responsibilities; 
which, 
4. Has increased the problem of community relations on 
the installation level, because of the generally low 
level of effectiveness of local troop information 
programs.lO 
The prestige value of tactical positions versus staff 
positions vary drastically in the Army. Most regular Army 
officers are extremely conscious of this status distinction, 
and prefer a normal rotation of duties from staff to tactical 
at regular intervals. Normally, staff officers rarely have 
the opportunity to make decisions. ~ualified information 
officers have, on occasion, been sidetracked into informa-
tion work for years at a time. For this reason, many quali-
fied regular officers do not desire information specializa-
tion as such, as there is a possibility it could affect them 
career-wise later on. This situation has been an unfortun-
ate one, as many brilliant officers have shied away from the 
1~ajor E. Stuart Wells, "A Study of the U. S. Army's 
Internal Information Program" (unpublished Master' a thesis, 
New York University, New York, 1958), p. 68. 
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field. ,In some cases, commanders have placed junior offi-
cers in information work for lack of another place to put 
them. These commanders apparently never reali~ed potentials 
of the program. In some cases the program reflects this. 
Mr Jack Lockhart, coined the phrase, "personal equa-
tion," which describes yet another problem area for the 
military. Mr. Lockhart sums it up nicely by saying: 
I wave the West Point flag! The average regular 
Army man has no more idea of the civilian mind and 
viewpoint than does the proverbial man in the moon. 
He has never been a civilian. He has been taught 
superiority. He takes any criticism from the public 
as being, *none of their damned business." He knows 
all the answers. Boy, you figure that one out.l~ 
General Lanham, former Chief of Information, termed 
this same thinking as, "the accumulated cobwebs of a narrow 
and fruitless traditionalism.nl2 
General Eisenhower, said a few years ago, "We, of the 
Army, have lagged in our awareness of public relations. 
This attitude perhaps dates from the era of the Indian Wars. 
When the Army was stationed in isolated outposts and the 
military were a class unto themselves.nl3 
~lJack H. Lockhart, The Lockhart Report, Bureau of 
Public Relations, War Department, June 3, 1946. (Reprinted 
by the Army Information School, Fort Slocum, New York, 
October, 1955). 
12scott M. Cutlip and Allen H. Center, Effective 
Public Relations, (1st ed.; Englewood Cliffs, New Jersey: 
Prentice-Hall, Inc., 1952), p. 429. 
13Ibid., p. 417. 
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This "personal equation" problem has plagued the Army 
since its first real attempts to enter the public relations 
field in World War IIo The thinking Mro Lockhart describes 
is the view many commanders in key positions hold tqday" 
"To hell with the public," is still to be encountered on 
some Army installations" In line with this, many tactical 
commanders dislike and distrust information officers and the, 
"why don't you get out with the troops rather than being a 
flunky at headquarters," is a common comment made" 
With this feeling among some Army officers in high 
places, it is a miracle the information program is as far 
advanced as it is. 
The United States Army has no formal department or 
agency in its information program to correspond with the 
civilian corporate speakers• bureaus. This serious short-
coming is compounded by the fact that civilian experts con-
sider the oral form of communications to the publics to be 
the prime public relations vehicle and tool to be used in 
the future. The United States Army makes no great effort to 
train speakers, (or utilize those already trained in speak-
ing), with important civilian groups telling the Army story. 
The civilian corporations that were studied, placed heavy 
emphasis on this area" Both companies have a ready pool of 
speakers available to speak on varying topics to any civil-
ian group. The idea was not to outwardly "sell" or even 
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mention the company they work for. These speaking engage-
ments are classified strictly as a service by the company. 
Of course, talking about company research and developments 
was considered legitimate if presented interestingly enough. 
Industry, and also researchers in communications, have 
found that the subtle approach is the best approach. The 
Army has great growth potential in this area. 
A minor problem, but one which could have a great 
effect on the over-all program, is the nature of Army regu-
lations themselves, To regulate its information program, 
the Army continually issues directives and regulations on 
the subject. Approximately 14 main regulations exist on 
information, some of their meanings most difficult to 
ascertain. Army regulations are normally characterized by 
extremely formal writing, definite lack of one syllable 
words and lengthy sentences, Perhaps the reason for this 
reverts back to Lockhart's "personal equation" principle, in 
that the regular Army mind may foster such types of writing. 
Mr. Rudolf Flesch .. in his book, The Art of Plain !ill, 
recommends that all communicators simplify their communica-
tions through three methods; (1) hold the percentage of one 
syllable words up to ?0 per cent total, (2) hold the words 
per sentence to an average of 1?, and (3) use personal 
references as liberally as possible and at least up to 
10 per cent. 14 
A readabili_ty check or Army Regulation, 360-5, "Army 
Information," reveals the following facts: 
l. Percentage of one syllable words, 30 per cent; 
2. Average words per sentence, 46; 
3. Percentage of personal references, none. 
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It is generally agreed that regulations should be 
somewhat formal, but a compromise is definitely needed be-
tween the above statistics. 
V. SIGNIFICANCE OF PROBLEMS FOUND 
It is interesting to note that the civilian and 
military organizations resamble each other in goals aspired 
to, and even methods or attaining these goals. In most 
cases the differences in the programs are semantic ones. 
However, the differences and problems highlighted do shed 
light on areas or weakness in both programs. 
The military is weak on internal programs and poli-
cies, lacking an adequate system to educate many of its offi-
cers and men internally. The absence of an oral speaking 
arm is extremely noticeable in the military. The Army does 
have the advantage over industry in the publicity field, 
l4Rudolf Fle.sch, The Art of Plain Talk (New York: 
Harper & Brothers, 1950), p. 49. 
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(which many believe is the real heart of pQblic relations), 
in that it is a genQine news soQrce to the people, gladly 
printed by the press, The military has not CQltivated this 
advantage completely, 
Civilian and military both have problems with cynics 
in their organizations, Top managerial SQpport has not al-
ways been readily received, Both are bQreaQcracies and SQf-
fer the disfQnctions thereof. The head of the military or-
ganization is replaced too qQickly after he has become 
acclimated to the program and can do some gpod, Civilian 
indQstry does not SQffer from this policy generally. 
The military has a very serioQS problem, not foQnd to 
SQCh a degree in civilian organizations, in fighting the 
"personal eqQation" principle in regular officers, which 
hurts their external programs so badly. Media and communi-
cations people, as well as the general public, are quick to 
detect officers who are contemptuous of them. The Army's 
inability to attract career officers into information is 
hurting the program, along with the few commanders who place 
hard to handle officers in information work "to get rid 
of them." 
Lastly, the military has suffered internally by not 
speaking the troops' language with readable regulations 
which can be understood by all concerned. 
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In peacetime the Army's mission is to stand ready for 
war. In wartime, it is to win that waro Successful public 
relations with the country is the money and means necessary 
to remain prepared in peacetime, and win in wartimeo Inter-
nally, Army personnel must realize this, and not "wince with 
pain" when forced to associate with the civilian worldo 
That is the significance of Army public relations. A pro-
gram of action must be developed to establish this common 
philosophy of cooperation tor the benefit of allo Other-
wise the Army may well remain on the bottom of the list for 
appropriations from the Congress tor many years to cameo 
CHAPTER II 
CONCLUSIONS AND RECOMMENDATIONS 
I. INTRODUCTION 
As stated earlier, both gro~ps, civilian and military 
have only recently shown an interest in ascertaining what 
really constit~tes effective comm~nications with the p~blic. 
Beca~se of the competitive nat~re of civilian corporate b~si­
ness, ind~stry was first to realize that something had to be 
done to increase the prestige of ind~stry in the p~blic's 
eyes or be legislated practically o~t of existence. The 
military followed shortly after, realizing that there was a 
direct correlation between the effectiveness of the comm~ni­
cations program with the p~blic and the yearly defense 
appropriation from the Defense Department. The fact that 
the Army is lowest on the list for appropriations may be a 
direct indication of how s~cessf~l their information activ-
ities have been in recent years. 
This thesis has attempted to draw a general pict~re 
of what the goals and objectives of civilian and military 
p~blic relations are, as well as the techniq~es and methods 
~sed in attempting to reach these goals. By incl~ding a 
breakdown of the essential parts of each program, and point-
ing ~P the act~al similarity of the f~ctions involved, 
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deviations and variations of each program can be easily 
seen, making way for the emergence of communications prob-
lems, and finally, the resolution of these problems in 
this Chapter. 
II. INTERNAL CONSIDERATIONS 
Both programs, as stated earlier, are bureaucratic 
and suffer the disfunctions thereof. Consequently, certain 
conclusions and recommendations can now be made. 
Caution must be exercised in the military in the area 
of strict adherence to the regulations in information. The 
Army axiom that every conceivable action, or course of 
action, for any problem is adequately stated in regulations, 
is not true nor consistent with reality in information work. 
Tactics and close-order-drill are one thing; informa-
tion and communications with the publics, another. Both in-
dustrial corporations studied gave almost complete automony 
to district managers handling p~blic relations in plant 
communities. These managers are guided by general policy 
only from above with the headquarters functioning as a 
"helping hand,ft rather than as a dictation center for all 
public relations activities at lower levels. Military infor-
mation officers must convince their commanders that flex-
ibility and continual adjustment are needed when handling 
practical situations with the publics. Information officers 
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must orient themselves into a way of thinking which is fluid 
and dynamic, rather than relying on regulations each time 
problems arise, Mr. Lockhart mentioned this specifically in 
his report, citing military letters as an example. It is a 
fact that civilians resent formal, dogmatic, official let-
ters in reply to their informal queries, Here, the Army 
officer must bend a little, being confident but friendly 
with the civilian publics in corresponding with them, 
Also, information problems arise many times which are 
not adequately covered by regulations, The information 
officer should make this interpretation himself, deciding 
which course of action is best for the Army and most desir-
able and acceptable to the civilian publics, Regarding regu-
lations, such devotion to the rules, transforming them into 
absolutes no longer relative to a given set of purposes is 
foolhardy and a dangerous course of action to follow, The 
very elements (regulations) which are conducive to efficiency 
in general, produce inefficiency in specific instances, 
Full realization of the inadequacy of the rules is seldom 
attained by members of the military group who have not divor-
ced themselves from the "meanings" which rules have for them, 
In time, these regulations become symbolic in cast, rather 
than strictly utilitarian, If caution isn't exercised, 
training in the service schools and the military Academys 
can lead to inflexible information officers, 
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Corporate public relations faces another type of dan-
ger from the bureaucracy. Two principles stated earlier 
have bearing here, (1) officials desire to multiply sub-
ordinates, not rivals, and (2) officials tend to make work 
for each other. 
An example from Parkinson's Law adequately explains 
this phenomenon. 1 Civil servant "A" finds himself over-
worked. He-has three courses of action open to him: (1) he 
may resign, (2) he may ask to halve the work with a col-
league called, "B," or (3) he may demand the assistance of 
two subordinates to be called, "C" and "D." There is 
probably no instance in history, however, of "A" choosing 
any but the third alternative. By resigning, he loses his 
pension rights; and by having "B" appointed on his own level 
in the hierarchy, he would merely bring in a rival for pro-
motion to his chief's vacancy, when the chief retires. So 
"A" would rather have "C" and "D" below him. Subordinates 
must thus number two or more with each being thus kept in 
order by fear of the other's promotion. In turn, when "C" 
and "D" become overworked, the same process takes place 
again. Four subordinates must now be hired rather than two. 
Now, seven officials are doing what one did before. 
1c. Northcote Parkinson Parkinson's Law (Boston: 
Houghton Mifflin Company, 1957l, p. 16. 
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The second factor now comes into operation. These 
seven people now make so much work for each other that "A" 
is actually working harder than ever. For example, an in-
coming document now has to come before all of them. Official 
"C" amends it drastically, passing it to "D" who asks "G" to 
deal with it. "G" revises the document, passing it to "H," 
who signs it and returns it and returns it to "0," who 
revises his draft accordingly, laying the new version before 
"A," who has to read it, deleting redundant paragraphs, and 
finally produces the same document he would have written if 
his subordinates had never been born. No one has been idle; 
all have done their best. From this, it can be deduced that 
administrators are more or less bound to multiply according 
to Parkinson's Law, 
Since funds are the critical item in civilian public 
relations, huge staffs and the salaries connected with them 
must be carefully controlled, 
A universal area of weakness in both programs is the 
failure of high ranking officers and civilian management to 
understand and appreciate what the programs are trying to 
accomplish. 
Most senior commanders, with brilliant exceptions at 
the top, have been trained only in command functions. They 
have not been trained in public relations. They matured in 
an era when the services were indifferent to the public's 
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opinions. The net result was that many Army commanders gave 
little support or interest to the efforts of their informa-
tion staffs. In some cases, they have clearly opposed such 
efforts. The public information staffs were recruited over-
night; made up of men with the fuzziest concepts of public 
relations, and they were thrown into public information 
officer positions. Lack of judgment on the part of these 
amateur information officers brought countless bruised 
public relationships. 2 
Current instruction at the Army Information School 
now charges the individual information officer to be respon-
sible for convincing his commander of the merits of informa-
tion to his command and himself. The school advances the 
theory that the public information officer must first gain 
the commander's confidence and assure him that he is not 
going to be "devoured by the wolves" in the media world. 
Working on the principle of full disclosure and careful 
consideration in all relationships with the civilian world, 
the information officer is guaranteed by the school that the 
commander will probably "see the light," and thus cooperate 
with the program. 
2scott M. Cutlip and Allen H. Center, Effective 
Public Relations (1st ed.; Englewood Cliffs, New Jersey: 
Prentice-'Hall, Inc., 1952), p. 41?. 
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Admittedly this is a step in the right direction. 
Yet, "old time" commanders sometimes never conform to this, 
making the information officer's job a challenging one. No 
one, civilian or military, has arrived at a completely 
satisfactory answer to this question to date. Many comman-
ders have been burned so badly by the press in the past that 
nothing, including an "earthquake," will shake them from 
this position of fearing the press, and thus fail to cooper-
ate with them. 
The Army's answer to this problem is primarily an 
educational one of convincing younger commanders, who will 
soon inherit these important positions, of the meTits of 
good public relations programs with the publics, The Army 
must not fail in this, or it might remain where it is 
today--the lowest on the appropriations list. 
With the turn of the century, and the "muckrakers," 
American business has generally taken a new lease on life 
from the public relations standpoint. However, today there 
still exists a few large businesses who have virtually no 
public relations programs in operation. These businesses 
are few and far between. Present, however, in most large 
businesses are some of the "old guard" business men, general-
ly the ultra-conservative, who still believe that running a 
business is "none of the public's damn business," Fortun-
ately, these people are becoming scarce also. 
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In every business, public relations personnel must 
actively justify their position as a marketing function. 
There will be those who will actively oppose the allocation 
of funds for public relations purposes. (Both civilian 
studies pointed this fact out.) Only through intelligent, 
internal communication with these people will the public 
relations staffs function to their fullest. Public rela-
tions is truly a recent phenomenon. It must continue to 
actively •sell" itself, while it sells the company to the 
public. 
One area of deficiency, primarily in the military, 
has been the methods and techniques used in teaching public 
relations in service schools. Because public relations is 
a relatively new subject in the Army teaching curriculum, 
special emphasis should be made by the military to obtain 
and place key people in critical teaching positions in all 
Army school systems. By careful screening of the records 
of information officers now on active duty, the Army could 
select the men most qualified, successful, and experienced 
in this field and gather these people into a pool, either at 
the Army Information School, in New York or the Office of 
the Chief of !~formation in Washington. 
Special instructor training should be given these 
people with the idea of untimately selecting a group of 
the most qualified of them to travel throughout the United 
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States to all Army service schools, Academies, and Qniver-
sities (having Reserve Officers Training Corps QUits), and 
other schooling systems the Army QSes to procQre reserve and 
regQlar Army officerso These officers WOQld travel on tem-
porary dQty at specific times to these schools and present 
blocks of lectQres and conferences on pQblic informationo 
The Army WoQld gain in two way by this systemo 
First, the Army woQld be assQred that every cadet was get-
ting the same qQality instrQction on this SQbject, and 
second, it WOQld relieve the problem of trying to keep 
qQalified information instrQctors at each school, which 
seems impossible becaQse of normal instrQctor tQrnovero 
To make available lesson plans of instrQction in information 
to service school instrQctors who have had no special train-
ing in this field (and have no interest in it), is an Qnfor-
tQnate, ineffective way to train the commanders of tomorrow 
in the appreciation of the SQbjecto 
Another factor, leadership in Army information, is a 
seriOQS internal problem facing the militaryo Certain 
recommendations COQld correct this deficiencyo For example, 
in view of the fact that the indQstrial organizations 
stQdied placed the director of pQblic relations activities 
at the policy making level as a vice president, or other 
high ranking official, there is an indication of the impor-
tance placed on leadership in pQblic relations in civilian 
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corporate public relations activities" Once a man reaches 
this position in the company, it is not likely that he will 
be replaced or moved, as long as the program is functioning 
properly" 
In view of this, the military should not replace the 
Chief of Information every two years, which has been the 
policy, since it would seem to have a disrupting effect on 
the over-all program" Since it takes a few precious months 
for the Chief of Information to become acclimated to the 
system, it would seem more advisable to make this tour of 
duty for three years, at least, allowing him to make more of 
a lasting contribution to the over-all program. 
At installation level, the Army would benefit greatly 
by initiating a system used by the Navy to enhance effective-
ness of local information officers. At this level of infor-
mation, a high ranking officer should hold the title of 
Public Information Officer. This officer should be the 
Chief of Staff or the executive officer of the installation 
because the Army is faced with a paradox which cannot be re-
solved except by the passage of time and the re-education of 
its younger officers. This paradox is the personal biases 
harbored by many tactical commanders, that information 
officers and the functions they perform, are nothing but a 
nuisance and a waste of time. Although the Table of Organi-
zation normally calls for a Major at this level, it is 
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possible that a lower ranking officer may hold the position. 
Although he works for the Chief of Staff and the Commanding 
General directly, he may on occasion run into a virtual 
"stone wall" with uncooperative superiors. Not wishing to 
run to the general to report this, he might become discour-
aged or drop the entire matter. If the Chief of Staff were 
the titled public information officer, with his assistant 
the person who actually performed the duties, then prestige 
and cooperation would be forthcoming--and be greater than it 
is now. 
The internal program called, "Troop Information," is 
lacking in some areas. The Army needs to consider the 
following recommendations to improve the effectiveness of 
the program: 
It is an axiom of military history that the 
success of any weapon or tactic ultimately depends 
on the courage, stamina and resourcefulness of the 
soldier who applies that weapon or tactic on the 
firing line. So too, the success of the Army's 
internal information program depends in final 
measure on the motivation and enthusiasm of its 
spokesmen and supporters who make the program a 
living reality for troops in the field. For, it 
is at the unit level that sparks are generated 
and interests kindled.3 
Officers and non-commissioned officers must learn the 
techniques of persuasion and evaluation, rather than rely on 
3statement by Colonel John 0. Weaver, Chief, Troop 
Information Division, Office of the Chief of Information, 
United States Army, 1959. 
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the "shotgun" approach to the troops. Within this instruc-
tion the major facets of the learning theory should be inclu-
ded: group salience and norms, opinion leadership, predis-
positions and a discussion of the stimuli-response phenom-
anon. Unfortunately, nearly all officers spend most of 
their duty training others, and one learns only when he 
wishes to learn, only when motivated. 4 
Officer candidates should receive ten hours of in-
struction on the Army Information Program, five for external 
policies and programs, and five for internal. Leadership 
hours covering motivation should relate motivation to troop 
information instruction. At the advanced schools, Forts 
Benning and Leavenworth, public information instruction 
should be given with the emphasis being placed on inspection 
and evaluation. 
Group discussion can accomplish many things in com-
munications that other methods cannot. For this reason, the 
Army should return to the group discussion in much of this 
internal program. 
Apart from the goals of decision-making, learning 
of facts, and motivation, there are certain by-
products that should also result from experience in 
discussions. These include the many skills that go 
to make up effective leadership and participation. 
~ajor E. Stuart Wells, "A study of the U. s. Army's 
• Internal Information Program" (unpublished Master's thesis, 
New York University, New York, 1958), p. 99. 
To a large extent, these skills are based Qpon 
ability to think critically and to maintain good 
interpersonal relations with others_ [italics not 
in the original] ,5 
The task of motivational commQnications shoQld be 
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retQrned to the commander. First, commanders mQst be shown 
what the frQits of motivational commQnications are, Until 
then, the briefing session will continQe to be a by-pass, 
Once instilled in the commander's mind that motivation of 
his troops to "soldier" is in essence the reason for his 
existence and crQcial leadership responsibility, then the 
military shoQld have no problems in this area. 
Two internal problems face the military in the form 
of attracting good career officers into information, and 
avoiding the tendency of some commanders to place second 
rate officers in information jQst to "get rid of them." 
The Army's recent establishment of a separate branch at 
Career Management, Department of the Army, to handle infor-
mation officer assignments, is a step in the right direction 
in remedying this sitQation. General Matthew B. Ridgeway 
states: 
The creation of a progressive, SQccessfQl informa-
tion program demands the carefQl attention of comman-
ders and their staffs at all levels. It calls for 
the selection of qQalified officers for the post of 
PQblic Information Officer. These are assignments 
5william Sattler and N. Miller, DiscQssion snd 
Conference (New York: Prentice-Hall, Inc,, 1954),-p: 12. 
132 
in which qualified personnel should be stabilized 
to as great a degree as is practicable" Theirs is 
the responsibility for helping the commander to 
establish an atmosphere among his own personnel and 
with the public, that will most effectively facili-
tate the accomplishment of his mission"6 
It is true that information work is strictly not 
suited for "second raters" in the military" In peacetime, 
information work can be termed crucial, as appropriations 
with which to remain combat ready depend on this activity" 
This fact must be liberally broadcast to the officer corps 
to attach enough of a prestige label upon it so as to 
attract career officers to the fieldo Once in the field, it 
is recommended that they be held no more than three years to 
allow them to return to their basic branch and not damage 
their opportunities for promotion in the higher ranks later 
on. 
On active duty today, are thousands of information 
officers who have been stuck in information work since 
World War II and who will never reach the rank of Colonel 
because of this factor" What unit commander would trust a 
long time information officer who has been away from troops 
for years with a unit within his command? The answer is 
very few, unfortunately. Rewards attached to any job, 
prestige-wise, are the factors which motivate officers to 
6statement by General Matthew Bo Ridgeway, Chief of 
Staff, "Effective Army Troop and Public Relations," 1954" 
(See Appendix C). 
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strive for these positions, Seeing what an effective infer-
mation officer can do, or fail to do for him, no commander 
in his right mind wo~ld place second-raters in the position. 
The answer to this problem is internal ed~cation from com-
manders on down, of what the program is trying to accomplish 
and the importance of it to the Army. 
Termed the most serio~s internal disf~nction by far 
in the Army Information Program is the phenomenon described 
by Mr. Jack Lockhart as "personal eq~ation." The sit~ation 
that this type of thinking creates is so serio~s as to be 
labeled as perhaps the one single factor that may have held 
back the information program more than any other in s~ccess-
ful communication with the public. 
A quote from Max Shulman's recent best selling book, 
"Rally Ro~nd the Flag Boys," best illustrates the problem 
in question. 
(Our hero) Captain Walker Hoxie was not angry all 
the time--only in peacetime. In wartime a profession-
al soldier like Captain Hoxie had stature. He was 
somebody; he got respect from people. In peacetime, 
Captain Hoxie suspected his status had declined con-
siderably. What really griped Hoxie was that in 
peacetime the average American civilian not only 
disliked him, he suspected they regarded him as an 
out and out bum. This annoyed him considerably. 
Critical civilian comments made him close to fighting 
mad. Captain Hoxie discovered he had courses of ac-
tion open to him in this situation, smile or 
Section VIII.7 
?Max Shulman, Rally Round the Flag Boys (New York: 
Doubleday Inc., 1958), p. 110. (Section VIII is an Army 
term denoting a psychological-quartine hospital ward.) 
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Other academic charges are constantly and continually 
being thrown at the military, Mr Robert Dubin, Professor of 
Sociology and Management, University of Illinois, states the 
following facts: 
Up to World War II, military organizations were 
largely unknown and uninteresting to the vast major-
ity of the public, From the writer's own experience 
as an Army office~, the following generalities seem 
to be true with ail military organizations, (a) the 
military can be generally classified as a pathologi-
cal bureaucracy because of the members' adamant re-
gard for regulations, (b) the effective performance 
of the manifest functions of a military bureaucracy 
requires a certain type of occupational discipline 
and formal organization. These in turn, tend to 
create inherent pressures toward recession of goals, 
occupational ritualism and professional insulation, 
which.in turn, may alter the actor's definition of 
the situation so as to impair systematically his 
effectiveness in carrying out the manifest functions 
of the bureaucracy,B 
In other words, Professor Dubin simply states that 
the military carries the normal bureaucratic stress on autho-
rity to its extremes. This is, of course, a necessity in 
cases where officers must order other officers and men into 
battle, The "caste line" between officer and enlisted men 
is a necessity, Dubin's "insulated occupation" theory has 
bearing here, 
Because military officers work and play together, 
travel together and share the same common experien-
ces, attend social and ritual activities together, 
harbor the same unit esprit-de-corps feelings toward 
8Robert Dubin, Human Relations in Administration 
(New York: Prentice-Hall, Inc,, 1954), p, 347, 
• 
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units and the individual service, the idea of a group 
of military holding the same generalized ideas is not 
inconceivable. In fact, it's a reality, There is 
such a thing as the military mind,9 
General Ridgeway states: 
To accomplish the goal of successful public rela-
tions with the publics, we must modify the philosophy 
which has for years guided the Army's action in this 
field, This philosophy has influenced officers to 
remain aloof from the public and reticent on their 
few public appearances. If the Army performs 
intelligently and efficiently, and if we keep our 
publics properly informed, we will have gone far in 
telling the American people about the Army,lO 
At the Academies and service schools, the Army must 
stress this need for mutual cooperation and respect between 
the military and the civilian world, Many of the draftees 
of World War II will always be bitter, This, the Army can-
not help. In fact the Army must make more of an effort 
internally and externally to convince officers that effec-
tive public relations with the publics is the Army's "bread 
and butter," The days of the isolated Indian War posts 
are lo-ng gone • 
III. EXTERNAL CONSIDERATIONS 
An area which will pay vast dividends for both civil-
ian industry and the military is one of oral communications 
with the publics. Here, corporations are beginning to 
9 Ibid., p. 348. 
10Ridgeway, .2..12.· cit. 
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realize this fact and are initiating progressive programs to 
carry the corporate story to the people. The two civilian 
corporations studied have extensive programs now and have 
plans to enlarge them, The military is lagging badly in 
this area, 
The Chief of Staff, the military head of the Army, 
should t~lk., :frankly and frequently to the people about the 
state of the Army. 11 In line with this, ambitious and pro-
gressive programs of oral communication with the publics 
should be initiated immediately, Some recommendations are 
as follows: 
1. Every Army officer on active duty should be prepared 
to speak to civilian groups at every opportunity 
on the general subject of Army operations, what-
ever phase he is familiar with. 
2. Unit and installation commanders must speak with 
civilian groups at every opportunity, 
3, General officers performing the actual running of 
the Army should make an effort in Washington to 
speak to legislators at every possible oppor-
tunity. Within the framework of the Civil Liaison 
Division Of the Office of the Chief of Information, 
an organization similar to corporate speakers' 
bureaus should be established immediately. 
4. Speakers' pools at every military establishment 
should. be formed immediately. Information 
officers throughout the Army must impress upon 
commanders the necessity of speaking to the 
publics directly. 
llJack H. Lockhart, The Lockhart Report, Bureau of 
Public Relations, War Department, June 3, 1946, (Reprinted 
by the Army :j:nformation School, Fort Slocum, New York, 
October, 1955), 
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5. The pool of information instructors (which this 
thesis proposed be formed in an earlier section) 
should be made available to speak to faculty and 
student groups in all schools and colleges from 
which the officer forps originates, and from which 
much political support stems, After all, profes-
sors and scholars from schools and universities 
are many times appointed to important positions 
in washington, 
6, Business groups, and even inactive reserve units, 
should be concentrated on, as "grass roots" 
support stems from these areas, 
The two main areas considered most important by indus-
try, in effective communications programs with the publics, 
are the employee and community relations programs, The 
strength and weaknesses of the employee programs, military 
and civilian, have been discussed in length in previous 
chapters. Community relations can be rightly termed as the 
"backbone" of any communications program. As seen in the 
two civilian studies, industry has placed great emphasis 
here, developing extensive programs in this area. 
The military has done essentially a good job in this 
area, also. Army Regulation, 360-55, is complete from the 
definition of what the program is supposed to accomplish 
through the methods to be used (including limited speaking 
aspirations), in initiating the program, The one drawback 
in the program in some cases, has been the commander himself. 
With the exception of Armed Forces Day, when all military 
installations or the units stationed there are supposed to 
show themselves to the public by direction of the Department 
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of Defense, this program of interaction with the public 
through parades or open houses is left to the discretion of 
the local commander. 
Open houses on Army installations are rare occasions, 
other than on Armed Forces Day. Mr. Lockhart says, "The 
Army band should tour principal cities constantly, and Army 
units sho~ld parade often.nl2 It is up to the local comman-
der whether this happens or not. In many cases, it doesn't. 
~Lockhart Report continues: 
There are hundreds of ways in which the Army can 
be legitimately, and with benefit to everyone, pro-
moted with the public. But this is not going to 
happen unless a definite policy to make it happen 
is adopted, and unless ability and time are given 
to the job. If the job were done, even halt-way 
right, there is ~o doubt that the Army would reap 
great benetits.l., 
IV. ORGANIZATIONAL STRUCTURES 
The civilian corporations studied seemed to sense 
early in their public relations activities that the success-
ful organization was one in which district offices were es-
tablished close to the publics. Acting in a supervisory 
capacity, was the headquarters' office for public relations, 
usually located at company headquarters close to the policy 
making level. 
12Ibid. 
13Ibid • 
.......-
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Almost complete autonomy was given to the district 
managers, as it was found that they alone were closest to 
each plant situation and environment, and were able to gage 
it more accurately and closely than people sitting miles 
away at headquarters. Monthly reports and quarterly staff 
meetings suffice in this coordination between the two, 
Industry has an advantage here that the military does not 
have. Civilian district managers are men who have acquired 
a vast background and experience in the field, and are paid 
accordingly. 
The military has had no formal training program for 
information officers operating long enough to have a pool of 
top-notch specialists available. The military is tremen-
dously understaffed in information specialists as compared 
to civilian industry. Corporations have the advantage of 
more funds available for this activity than the Army and 
can afford to pay highly qualified personnel in accordance 
with their abilities. The .Army must train their own per-
sonnel. Rather than a few district offices, (14 in Westing-
house), the military has hundreds of camps and installations 
which are understaffed and lack the number of qualified 
people to function properly. 
For this reason, the Office of the Chief of Informa-
tion should initiate a program of closer coordination with 
local information officers. ~uarterly or semiannual meetings 
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should be held in all United St~tes Army districts or areas 
directed by the Chief of the Office of Information personnel 
with the twofold idea in mind, to, ( 1) answer questions per-
sonally, and inform the local officer of the functions the 
Washington office can provide him with; and (2) give the 
local information officer the chance to see the "big picture" 
{information-wise), and stimulate him, (as is normally done 
in industry with sales meetings). After all, if the local 
information officer isn't a salesman, what is he? 
Until the time when the Army has enough qualified, 
matured, information people, it is felt that closer coordina-
tion should be maintained in a personal way, rather than by 
directives between the Chief of Information and the indivi-
dual public information officer. One danger exists, accord~ 
i.pg to ~Lockhart Report, and that is that public rela-
tions should be decentralized as much as possible. But this 
requires careful coordination and supervision to prevent 
conflicts in operation. Decentralization can tend toward 
"boon-doggling" and "feather-bedding" (by local officers), 
V. SECURITY 
An interesting correlation exists between the civilian 
business word "competition" and the military word "security." 
General Ridgeway stated: 
As a result of the situation in which the Army now 
finds itself, we are confronted with an immediate 
troop and public relations problem which calls for 
positive action. Our long range objective must be 
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to inform the American public fully of Army activi-
ties and accomplishments, within the bounds of gen-
uine military security, in order to instill confi-
dence in Army personnel, policies and management,l4 
Industry must work with the public on a similar basis 
as competition, like security to the military, is important 
to the general welfare of the business, The suppression of 
news in certain instances is then justified in both organi-
zations, but careful handling of such is required, Past 
experience with the public has proved that the honest ap-
proach is the best approach in these matters, 
VI. SUMMARY 
The president of the Sun Oil Company, Mr. Robert 
Dunlop, in a recent statement said: 
Dead, and almost gone, is the era in which 
industrial managers isolated themselves behind high 
fences and played their cards close to their chests 
on the grounds that theirs was nobody's business but 
their own. That philosophy gave rise to suspicion 
and ill will; it alienated employees and large seg-
ments of the public. It almost made possible the 
destruction of our private, competitive enterprise 
system,l6 
It can also be stated that dead and almost gone is 
the Army era of isolated frontier posts and the narrow 
14Ridgeway, ~· cit. 
15u, s, Army Information School, "Development of 
Civilian Public Relations," (A Lecture, Fort Slocum, New 
York, 1956), 
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military thinking that was bred in this environment. Unfor-
tunately, the Army had to wait for such generals as Eisen-
hower, Ridgeway, and Collins, before any information pro-
gram worthy of a name was initiated. 
Because of the late start in the field, the Army has 
suffered in its relations with the public through misunder-
standings and resentments that the public has had against 
the military during and after World War II. Fortunately, 
this situation is being corrected in spite of a few Army 
officers still so rigid in their association with civilian 
publics so as to alienate them. 
One answer to the Army's problem is adequate educa-
tion of its younger officers in public relations before they 
can become corrupted by "old soldier" thinking. The Army 
must also learn to take constructive criticism from all 
quarters, and rather than becoming incensed, apply it to its 
areas of weakness for correction of its disfunctions. 
It was not the objective of this thesis to attack 
the Army Information Program in any way. It was not the aim 
to show industry as the acme of what the military should 
strive for, as industry has many faults of its own. 'or 
example, Fort.une Magazine reports, "Business spends a lot of 
effort and money under the illusion that it is communicating 
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with the public, whereas it is more often than not talking 
to itself. •i 16 
By using a correlation and comparison technique 
between both programs, it is hoped that both parties can 
make adjustments in their programs, 
l6william H. Whyte, Jr. (ed,) "Is Anybody Listening?" 
Fortune Masazine, (September, 1957), pp, 38-41, 
CHAPTER X 
IN RETROSPECT 
I. CIVILIAN CORPORATE PUBLIC RELATIONS AND 
MILITARY INFORMATION L!MITATIONS 
Public relations is a means, not an end. Too much 
publicity is very possible. Too much information on too 
many subjects creates a superficial familiarity rather than 
a through knowledge. It creates indifference rather than 
conviction. When it has little relevance to the person re-
ceiving it, so-called information confuses rather than en-
lightens. That's why information aimed at certain groups 
can often be more effective than general releases. Except 
on rare occasions, publicity of the "stunt" variety, though 
suitable for Hollywood, seldom enhances the dignity of 
industry or the military. 
It's not a function of public relations (civilian or 
military} to help conceal confusion, administrative inepti-
tude and mistakes; nor to paint a rosy picture, to advertise 
individuals; nor to build up one agency or company at the 
expense of another (or one military service over another). 
II. POTENTIALITIES OF ARMY INFORMATION 
To attain national security, we must have national 
unity. This requires sustained public support of a clearly 
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understood program. Support cannot be built upon what has 
been called "the psychology of recurrent crisies," It must 
be built upon facts, presented in such a way that their 
importance is evident. 
The measure of the effectiveness of the Army infor-
mation officer will be his ability to communicate effectively 
with his audience. ftTalking to" an audience is not neces-
sarily communicating effectively with it, There's no lack 
of news-worthy information. There's no lack of media of 
communication. Success depends upon the method of utilizing 
these media. 
III. TESTED PRINCIPLES 
What are the public relations principles found 
effective by civilian practitioners which can be utilized by 
the Army? Some of this author's tentative conclusions about 
public relations are as follows: 
1. It's a responsibility of top management. 
2. Good public relations, from the long term point of 
view, must be based upon good performance; without 
it there can be no confidence; and where there's 
no confidence, information is ineffective in 
countering misinformation. 
3. Information is not a cure-all, Too much unrelated 
and undigested information can be harmful. 
Exposure does not equal absorption. 
4. It's dependent upon adequate communication, which 
is a two-way street. You must listen as well 
as talk. 
5. There is no choice between having relations with 
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the public and not having them. The only choice 
is between good public relations and bad public 
relations. To quote ~ Lockhart Report, "The 
Army will. be a source of news with or without 
Army cooperation.nl 
6, The first step for any organization's public rela-
tions program, civilian or military, is to esta-
blish sound policies to work with. These are 
policies or actions that are reasonable and 
acceptable. This can be the secret of sue-
cessful information practices in both civilian 
and military. 
lJack .H. Lockhart, The Lockhart Report, Bureau of 
Public Relations, War Department, June 3, 1g45, (Reprinted 
by the Army Information School, Fort Slocum, New York, 
October, 1 g55). 
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.APPENDIX 
APPENDIX A 
PUBLIC INFORMATION MISSION OF THE 
UNITED STATES ARMY 
The United States ~ has an obligation to report on its 
activities to the Alllerican people, In order that they be contin-
uously informed of the activities and accomplishments of the ~. 
it is essential that, consistent with military security, the 
American people be given factual information relating to the: 
1. mission and objectives of the ~ and their support of 
national aims, 
2. programs and accomplishments of the ~, in the United 
States and overseas areas, 
). utilization of funds appropriated by Congress. 
4. continuous effort of the ~ to provide weapons, weapons 
systems, training, equip~~ent, methods and techniques 
having a margin of superiority which will assure success 
in battle. 
5. necessity for maintaining an ~ of sufficient strength 
to meet the requirements of national security, including 
overseas commitments. 
6. relationship of the ~to the American people. 
7. present and future requirements of the Army in men, money 
and materials. 
1.54 
8~ role of the A:rrrry in relation to the other services in pro-
tecting the nation. 
9. identification of leaders and accomplishments of individuals 
and units. 
10. activities in the public interest, to include resulting 
public benefits, 
11. opportunities for advancement, individual develoj:ment, and 
financial security afforded by the A:rrrry. 
12. the role of the reserve components in national defense and 
their need for continuous public support, particularly at 
the community level. 
In accomplishing these objectives, sound principles of commun-
ity relations, press relations and public relations will be observed. 
Commanders will take cognizance of the fact that publicity is only 
one element of any public relations program, and will insure that 
members of their commands fully realize that each member of the 
A:rrrry shares in responsibility for individual maintenance of public 
confidence and support. Emphasis will be placed on the fact that 
such things as good hwnan relations, good performance and an 
individual code of honorable conduct form the foundation of 
favorable public opinion. 1 
1Department of the A:rrrry, A:rrrr:r RegUlations 360-5, "Public 
Information-General Policies," wasii!'ngton, June 21, 1956. 
(As condensed.) 
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EXTRACT QUOTED FROM LOCKHART REPORT 
"IF THE ARMY IS GOOD, THE STORY WILL BE GOOD-AND 
PUBLIC RELATIONS WILL BE GOOD. IF THE ARMY IS BAD, 
THE STORY WILL BE BAD AND THE RESULT BAD. IN THE 
END, PUBLIC OPINION ABOUT THE ARMY REFLECTS WHAT 
THE ARMY ITSELF IS. THAT IS THE WHOLE SECRET OF ARMY 
PUBLIC RELATIONS. 
ALL ANY PUBLIC RELATIONS GROUP OF THE ARMY CAN 
DO, IN THE LONG RUN, IS TO PRESENT THE ARMY AS IT IS, 
NOT AS IT OUGHT TO BE. NO MORE THAN THAT CAN BE 
EXPECTED, OR ACHIEVED." 
III 
OFFICE OF THE CHIEF OF INFORMATION 
HISTORICAL BACKGROUND 
I. General. The interest of the Army in the field of public relations dates back to 1777 when it became 
customary that a report be given to the Congress, and indirectly to the public, by the Inspector General of the 
Army. The issuance of formal press releases to newspaper correspondents originated in 1904 and continued as 
the responsibility of The Adjutant General until 1916, when a member of the Secretary of War's immediate 
office was designated as Press Release Officer for the War Department. 
2. Origin of Public Information Program. During World War I, the public information function was 
formalized through establishment of the Public Relations Branch in G·2 of the General Staff, and remained 
thus located until, in February 1941, tht: Bureau of Public Relations was created in the Office of the Secretary 
of War. This organizational reassignment emphasized the growing importance of the public information pro-
gram and gave it impetus by providing top·management support. 
3. Origin of Troop Information and Education Program. The need for a formalized troop informa· 
tion and education program was realized in 1940, at a time when the Army was expanding rapidly from a small 
professional group to an immense body of uniformed civilians. The program was first established in The Adjutant 
General's Office (1940) and later Oanuaty 1942) was transferred to the Special Services Division. The function 
grew in importance, and finally, in 1944, was recognized as a command responsibility and given separate status 
as the Information and Education Division of the War Department Special Staff. This step marked acceptance 
by the Army of the concept that an informed soldier is not only a better soldier, but that the Army itself is its 
own best medium for gaining public support. 
4. Establishment of the Office, Chief of Information. By the close of World War II three separate 
informational agencies were in existence on the War Department Staff for the dissemination of information to 
improve the Army's position in its_ relationships with its publics: (a) Legislative and Liaison Division (relations 
with the Congress); (b) Public Information Division (relations with the public) and (c) Troop Information 
and Education Division (relations with the internal public- the Army itself). It became apparent that some 
degree of control, coordination, and supervision of the three related programs was necessary. In May 1945, the 
Secretary of War requested Mr. Arthur Page to examine and report upon these three related activities with a 
view to more effective administration and supervision of the Army's total effort in the field of public relations. 
As a result, what is now known as the Office, Chief of Information actually came into being, and was formal-
ized in WD Circular 138, 1946, as the agency to provide staff coordination and policy guidance to all Army 
public information activities, with general cognizance over the field of information designated as the responsi-
bility of the Assistant Secretary of War. 
5. Establishment of Army Information School, Carlisle Barracks. In order to provide a means to 
train Army personnel in the principles and techniques of public and troop information, the Army Information 
School was established at Carlisle Barracks on 27 February 1946. This School was later moved to Fort Slocum, 
New York. 
6. Establishment of OPI in the OSD. In March 1949, the Secretary of Defense reorganized and recon· 
stituted the Office of Public Information as the agency of the Department of Defense at the seat of government 
for dissemination of information to the civilian public, exclusive of the Congress. The Army was directed to 
maintain personnel necessary for the transmission of policy instructions and the coordination of public informa-
tion activities of its field establishment. 
7. Establishment of AFIED in OSD. In May 1949, at the ditection of the Secretary of Defense, the 
Armed Forces Information and Education Division was established in OSD as a policy-making, planning, co-
~ ordinating and supervisory agency for troop information and education for the Army, Navy and Air Force. Up 
l 
to this point, the Army-Air Fo[ce TIED had administered the program for both the Army and the Air Force 
and had been staffed with personnel of both organizations on a 60-40 basis, respectively. As in the case of 
PID, the Army was delegated the responsibility for implementation of plam, policies and programs originating 
at the OSD level, as they applied to information and education activities within the Army. 
8. Consolidation of TIED and PID with OCI. In May 1949, the Secretary of rhe Army approved rhe 
consolidation of the residual Public Information and Troop Information and Education Division with the Office 
Chief of Information. The integration of the Troop Information and Education Division into the OCI was 
not formalized, however, until 1 March 1950 with the publication of DA Circular 12- "Army Establishment". 
The Army Information School at Carlisle Barracks had been reconstituted in June 1948 as the Armed Forces 
Information School, and the Deparrment of the Army designated as the executive agency for the Secretary of 
Defense in administering the school. The Legislative and Liaison Division was removed from the policy super-
vision of the Chief of Information in October 1949 and made responsible directly to the Chief of Staff 
9. Reorganization of the Office of the Chief of Information. 1955. Reorganization of the Office of 
the Chief of Information, Department of the Army, part of a plan to bring about major improvements in the 
structure of the Army Establishment was effected 16 January 19~~ by change ~ to SR 10·~·1, dated 12 January 
19~~-
Under the reorganization, an Office of the Chief of Public Information was established under the direct 
concrol of the Secretary of the Army. Concurrently, the Office of the Chief of Information, under the Army 
Chief of Staff, was redesignated the Office of the Chief of Information and Education. 
The redesignated Office of Information and Education was responsible for Army troop information and 
education policies and programs. It also implemented public information policies formulated by the Secretary 
of the Army and supervised public information activities within the Army. 
The three divisions of che former Office of the Chief of Information continued in the redesignated 
Office of the Chief of Information and Education. The operations and activities of the three divisions, the 
Public Information Division, Troop Information and Education Division, and the Plans and Policy Division, 
were not affected by the change in designation. 
Major General Guy S. Meloy, Jr., headed both new offices. As Chief of Public Information, he was 
responsible to the Secretary of the Army for the formulation of Department of the Army public information 
policies and programs. As Chief of Information and Education, he was responsible to the Chief of Staff. On 
3 January 1956 Department of the Army staff reorganizatiou made the Chief of Information and Education 
further responsible to the Deputy Chief of Staff for Personnel. 
10. Reorganization of the Office of rhe Chief of Information, 1956. During June and July of 19~6, 
several actions were taken which had a profound effect on the staff organization for accomplishment of all 
information functions. 
a. Firs,t, staff responsibility for the general educational developmem of military personnel was reassigned 
Artny-wide as a G 1 function. Thus, che term, "TheE," or "Troop Information and Education" is no longer current. 
Though troop information and troop education are both aimed toward the individual, they differ in objectives 
and methods - troop information is essentially an integral part of command, while troop education as primarily 
a personnel service properly belongs within the G1 area of staff responsibitiry. 
b. Second, since all information functions, both internal (troop) and external (public) are so closely 
allied to the exercise of command, and since the successful discharge of either the troop or the public informa· 
tion function is dependent upon the successful discharge of the ocher, both must be exercised as fully coordinated 
staff activities. Accordingly DA Circular 355-6, 26 October 56, directed establishment Army-wide of separate 
but equal troop and public information staff sections under an information officer, reporting directly to the 
Commander and his Chief of Staff. 
c. In accordance with this basic information staff concept the Office of the Chief of Information, in 
July of 1956, was placed directly under the Chief of Staff in rhe DA staff organization. 
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Q. In addition, the Office of the Chief of Information was reorganized in recognition of the equal 
importance of three basic operational information functions. These were: Troop Information (internal); Public 
Information (external); and Civil Liaison (~xternal). Civil Liaison functions, including troop-community 
relations, and industrial relations, had previously been carried out by subordinate branches of the Public In-
formation Division; however, the increasing importance of these functions and the specialized nature of the 
staff procedures involved resulted in creation of the Civil Liaison Division within the Office of the Chief of 
Information as one of its four divisions. 
3 
7. It is the responsibility of the Army to insure that information concerning its objectives and activities, 
not of a classified nature within the meaning of AR 380-5, is made available to its publics. This important 
function is a responsibility of every commander and every member of the U. S. Army. 
8. Commanders must recognize that publicity is only one element of any information program. They will 
inform the members of their commands that each member of the Army shares in the responsibility for individual 
maintenance of public confidence and support. 
9. Commanders of Continental Armies and the Commanding General, Military District of Washington, 
are responsible for general coordination of information activities at Class II Army installations in their Army 
areas and in the Military District of Washington, respectively. However, the Chief of the Army agency responsible 
for the Class II installation prescribes the information policy. 
10. Each Army commander is responsible for: the execution, review and analysis of a sound information 
program concerning his command; the conduct of mutually profitable relations between subordinate dements 
of his command and neighboring civilian communities; and for the security review of material submitted for 
publication which concerns his command. 
11. The Commanding General, Military District of Washington, conducts information activities within his 
command under the general supervision of and in coordination with the Office of the Chief of Information, 
Headquarters, Department of the Army. 
12. Chiefs of Administrative and Technical Services are responsible for establishing broad policies governing 
information pertaining to their national missions and for effecting necessary coordination of the information 
activities of Class II installations and ac;tivities in so far as they have a bearing on these national missions. 
These policies and coordination are effected within the broad framework established by the Chief of Informa-
tion. Army Commanders normally will have cognizance only of such information matters at Class II 'installations 
and activities within their areas as may be of a purely local or regional nature, and which have no bearing on 
the national missions of the Chiefs of Administrative and Technical Services. 
13. Commanding officers of Class II installatiOns and activities will coordinate information activities at 
their stations with the Army commander concerned. 
14. The Commanding General of each theater or other command under Army jurisdiction outside the Con-
tinental limits of the United States is responsible for the conduct of information activities in his area. He will 
be guided by policies promulgated by the Office of the Chief of Information, Department of the Army. 
15. The Chief of Information and Chief of Legislative Liaison will coordinate their activities in order to 
achieve optimum relations with the Congress. 
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INFORMATION RESPONSIBILITIES 
1. InformatiOn is a command responsibility extending through all echelons and ranks of the Army. 
2. General Responsibilities of the Chief of Information, Headquarters, Department of the Army: 
a. Chief of Public Information: The Chief of Public Information is directly responsible to the 
Secretary of the Army, and is responsive to the requirements of the Chief of Staff, on policy matters pertaining 
to public understanding of the Army. Specifically, he is responsible for -
(!) Advising the Secretary of the Army, the Chief of Staff, and agencies of the Department of 
Defense on public information matters involving the Army. 
(2) Formulating Army public information policies. 
(3) Supervising the public information activities of the Army at 1he seat of government. 
(4) Administering the Department of the Army's public information security review program. 
(5) Conducting a continuing review of the implementation of Executive Order 10501 (DA BullS, 
1953), within the Department of the Army, to insure that no information is withheld which the people of the 
United Stares have a right to know. 
b. Chief of Information: The Chief of Information is directly responsiblo to the Chief of Staff on all 
matters pertaining to public and troop information. He prepares plans and policies for, and coordinates and 
supervises, Army public and troop information activities in accordance with policies established by the Secretary 
of Defense and the Secretary of the Army; develops and coordinates Headquarters, Department of the Army 
information plans and programs in support of Army basic plans and programs; and advises the Secretary of the 
Anny, the Chief of Staff, and agencies of Headquarters, Department of the Army on policy matters pertaining to 
public and troop information. 
3. The Chief of each Headquarters, Department of the Army Staff agency, including Chiefs of the Tech-
nical and Administrative Services, is charged with providing a public information liaison officer to expedite the 
handling of public information matters and to increase the effectiveness of the Office of the Chief of Information. 
4. Chiefs of Administrative and Technical Services maintain offices of technical information to develop, 
collect, and prepare informational material pertaining to their activities, for dissemination through the Chief 
of Information. 
5. Heads of Department of the Army agencies having primary interest in an action are responsible for 
determining whether there are possible information dements inherent in the action. All cases having possible 
information aspects are coordinated with the Chief of Information. Since all policies must be considered in the 
light of their probable effect on public opinion, it is essential that the Chief of Information be consulted during 
the formulation of such policies regardless of security classification of subject matter. Also, it is particularly 
important that the Chief of Information be consulted when a strong public reaction to the policy under con-
sideration can be anticipated. All cases that have positive public relations aspects include, as a part of the 
completed action, an appropriate information plan prepared by the Chief of Information at the request of the 
Staff agency concerned. 
6. The head of any Department of the Army agency charged with the execution of any Primary Program 
or Segment thereof, is responsible for review and analysis of those areas of his Progams considered critical from 
the standpoint of public reaction in order to determine whecher such areas are adequately covered in the Infor-
mation Segment of the Command and Management Program. Based upon this review, changes are recommended 
to the Chief of Information and, where appropriate, new information objectives are developed in coordination 
with the Program Director. 
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OFFICE OF THE CHIEF OF PUBLIC INFORMATION 
FUNCTIONS OF THE SECURITY REVIEW OFFICE 
1. Carries out those responsibilities delegated to the Chief of Public Information by the Secretary of the 
Army in accord with Section 18, Executive Order 10501, to insure the availability and dissemination to the 
American people of all the infor~ation pertaining to the Army as they have a right to know. 
a. Document declassification and clearance actions for Departmental agencies and Field Commands. 
b. Coordination with Department staffs on development and observance of procedures governing access 
co official records by historians, news media or private researchers. 
c. Advises Departmental agencies on security or clearance aspects of their functions when dissemination 
of official information to persons or agencies outside the Army is necessary. 
2. Formal review prior to public release of articles, manuscripts, speeches, pictures or topics of military 
interest prepared by civilian and military personnel of the Department and irs component agencies in accordance 
with DOD-DA regulations. 
a. Correlation of security declassification and clearance acrions within the Department prior to public 
announcement of new weapons, systems or devices. 
b. Compilation of cleared and uncleared data appearing in publications media outside the Dcpartmenr 
on Army Air Defense, Missile, Aviation and Troop roles. 
c. Review and clearance, as requested, of Congressional presentations or testimony by the Secretary of 
the Army, the Chief of Staff and other spokesmen of the Department. 
3. Liaison and coordination between Army and Defense agencies in study, development and integration of 
information programs that are service-wide in scope and effect. Represents Chief of Public Information in develop-
ment of information programs and policies concerning Chemical, Biological and Radiological Warfare, Guided 
Missiles and special projects. 
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OFFICE OF THE CHIEF OF INFORMATION 
MISSION OF THE EXECUTIVE OFFICE 
1. Office of the Executive. Implements the orders and decisions of the Chief of Information, supervises 
and coordinates the activities of component units under the Office of the Chief; and assumes direct responsibility 
for administrative matters affecting the Office of the Chief of Information. 
2. Administrative Office. Provides the necessary administrative support for the Office of the Chief of 
Information which includes initiating requests for milirary,and civilian personnel and maintaining military and 
civilian personnel records; operating the message center and mail room; maintaining telephone inquiry service; 
controlling security, reproduction, record disposal, transportation, and parking; preparing routine reports; and 
maintaining classified and non-classified files . 
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. OFFICE OF THE CHIEF OF INFORMATION 
MISSION AND FUNCTIONS OF THE POLICY AND PROGRAMS DIVISION 
1. MISSION 
As one of the four Divisions of the Office of the Chief of Information, assists in the accomplishment of 
the missions devolving on the ·chief of Information, through development of information plans, policies, and 
programs; by ensuring consideration within the Army staff of information implications in Department of Army 
actions and policies; and by providing budgetary guidance and support on information activities. 
2. FUNCfiONS 
POLICY BRANCH 
a. Develops and promulgates Department of the Army information policies, and participates with 
other Department of Army agencies in formulation of major plans and policies, to ensure consideration of 
information implications. 
b. Prepares information portions of mobilization, emergency, war, and other related plans; maintains 
current OCINFO emergency plans, and prepares original studies pertaining to information matters. 
c. Represents the Chief of Information at conferences, and on boards, committees, and councils; and 
maintains liaison with other Services ~:m information and field press censorship matters. 
d. Assists in preparation of Department of Defense directives and Office of Public Information Guidances; 
supervises and coordinates the field press censorship activities of the Army; and reviews Army Regulations and 
other publications concerning information, field press censorship, and general functions of the Office of the 
Chief of Information. 
e. Prepares and reviews TO&E, TD and T A of organizations for which the Office of the Chief of 
Information is the proponent agency. 
f. Supervises Army Information School matters of primary interest to the Chief of Information. 
PROGRAMS BRANCH 
a. Participates with Department of Army planning agencies in formulation of plans and policies in 
connection with Department of Army Programs, and assists in preparation of regulations pertaining to 
programming. 
b. Prepares Chief of Information segments or portions of Department of Army program documents; 
reviews regulations pertaining to Program Management; and assists staff agencies in planning public and troop 
information programs. 
c. Develops in coordination with Program Directors, annual DA information objectives; prepares 
information plans, with accompanying public and troop information annexes and Data Sheets in support of 
special nonscheduled information objectives. 
d. Disseminates to the Public, Troop Information, and Civil Liaison Divisions information material 
furnished by Program Directors and other Army agencies to support annual and special nonscheduled information 
objectives. 
e. Reviews, analyzes and consolidates quarterly public and troop information reports received from 
field activities, indicating activities and accomplishments in support of information objectives; and incorporates 
data into reports made to VCS and Army Staff agencies on executing of DA programs. 
f. Prepares the ARMY LIAISON BULLETIN, an official publication providing technical guidance to 
commanders and their information officers for information programs. 
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COMPTROLLER BRANCH 
a. Furnishes guidance to Chief of Information and to divisions of OCINFO on all matters pertaining 
to budget, finance, accounting, and internal controls; establishes systems and procedures for managemem im-
provement and internal controls. 
b. Prepares and justifies budgecs for all OCINFO operations; prepares world·wid• Troop Information 
budget; assists CINFO in presentation and justification of troop information budget before BAC and Congress. 
c. Maintains memorandum accounting records on cost of operation; supervises expenditure of all 
CINFO funds. Prepares budgets for all CINFO Oass II Activities, allocs funds for carrying out their missions; 
advises these activities on all matters pertainirlg to finance, accounting, management, and Army Command 
Management System; and supervises expenditures of funds by these activities. 
d. Compiles budgetary requirements and justifications for printing and reproduction. Reviews all 
proposed publications. 
e. Implements DOD directives on the Congressional limitation on cost of public information activities; 
advises all Commands and Departmental Agencies on questions regarding activities to be charged to the limita-
tion; recommends amounts of limitations to be established; compiles world-wide reports on costs chargeable 
for submission to DOD; initiates investigations of reported violations of limitation. 
f. Computes costs of plans and projects as they are formulated; advises as to legality of expenditures 
of appropriated funds; performs review and analysis as to costs of operations of OCINFO. 
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OFFICE OF THE CHIEF OF INFORMATION 
MISSION AND FUNCTIONS OF THE TROOP INfORMATION DIVISION 
Troop information is a command activity consisting of any means used by the commander to develop in 
the soldier an understanding of his role in the Army and to keep him informed of the military and civil events, 
conditions, policies, and actions which affect him as an individual. 
I. MISSION. 
The Troop Information Division serves as the Chief of Information's agency in developing troop infor-
mation plans, policies, programs and materials and in coordinating and supervising troop information activities 
in support of the Army Information Program. To perform these functions the Division has four branches: 
(I) Training and Publications, (2) Troop Radio and Television, (3) Army Newspaper, and (4) Special News 
~ervice. Additionally it exercises operational control over the Army Information Digest. 
2. TROOP INFORMATION OBJECTIVES. 
a. The general objecrive of Troop Information is to increase the effectiveness of the Army by providing 
information to increase understanding. 
b. Specific objectives. 
(1) To further develop in each soldier: 
(a) His belief in rhe principles of American democracy and freedom. 
(b) His sense of responsibility as a citizen of rhe United Srates. 
(c) His awareness of the threat of communism to America and the free world. 
(d) His determination to fight to preserve his American heritage. 
(e) His will to continue resistance when facing military odds in combat. 
(f) His endurance under physical, mental and emotional stress. 
(2) To convince each soldier that: 
(a) He is of personal importance to the Army. 
(b) His duties are essential to the effective operation of his unit. 
(c) His unit has a vital mission in the role of the Army. 
(d) The Army has an essential role in the defense of rhe nation and rhe free world. 
~ · (e) Military service is a patriotic duty and merits the support and respect of every citizen. 
(3) To explain to each soldier: 
(a) The mission of the Army. 
(b) Th(: mission of his unit. 
(c) His military service obligations. 
(d) Policies, procedures and actions which affect him as an individual. 
(e) His responsibilities in conduct and behavior ~as a member of the Army. 
(f) The people, geography, climate and imporrance of military-civilian relationships in areas in 
which he may serve. 
(g) National and international events which affect him as an itldividual. 
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CHIEF TROOP INFORMATION DIVISION 
1. Directs, supervises and coordinates the implementation of troop information policies and programs. 
2. Directs and supervises the operation and accivities of TID branches. 
3. Advises CINFO and DA staff on matters pertaining to troop information. 
4. Utilizing the planning of Policy and Programs Division, formulates the DA troop information program, 
to include subject areas supporting materials and recommended media. 
5. In coordination with Chief, P&PD: 
a. Formulates policy and guidance on troop information activities for dissemination to the field. 
b. Makes presentations concerning troop information activities. 
c. Furnishes material to support information plans and objectives. 
d. Reviews materials (posters, publications, etc.) emanating from other DA staff agencies which have 
troop information implications. 
e. Prepares troop information annexes for operation plans and orders. 
6. Exercises operational control over Army Information Digest. 
7. Maintains liaison with Office of Armed Forces Information and Education, Department of Defense, on 
troop information matters. 
TRAINING AND PUBLICATIONS BRANCH 
I. Advises Chief, TID, on all phases of informacion for dissemination to military personnel through publi· 
cations or visual media. 
2. Develops troop information plans and prepares implementing directives based upon information plans 
and objectives developed by P&PD, 
3. Originates troop information publications on subjects not of primary interest to other staff agencies. 
Edits, re-writes, and coordinates manuscripts for troop information publications prepared by staff agencies having 
primary interest in the subject matter. 
4. Reviews and staffs informational material prepared by OAFIE. Schedules and incorporates usable rna· 
terials in the Army troop information program. 
5. Makes recommendations and effects coordination with OAFIE on subject materials, applicable to all 
services, which the Army desires for use in the troop information program. 
6. Supervises preparation of ftlms sponsored by OCINFO· for use in the troop information program. 
7. Coordinates with Troop Radio-TV Branch and Army Newspaper Bra~ch to assure effective support of 
information objectives. 
8. Maintains necessary liaison with Headquarters, DA staff agencies for procurement of materials for in-
clusion in troop information publications. 
9. Reviews information plans and publications, other than newspapers, issued by subordinate commands to 
determine effectiveness, support of Headquarters, DA objectives, and compliance with ~licy. 
10. Reviews proposed regul::.tions and plans of Headquarters, DA staff agencies for troop_ information 
implications. 
11. Monitors troop information instruction at Army service schools. 
12. Represents the Troop Information Division in matters relating to the supply in the field of all troop 
information materials other than radio and television equipment. 
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13. In coordination with CINFO Comptroller, arranges for contract writers and artists when required for the 
preparation of troop information material. 
14. Prepares draft congratulatory messages to various active Army organizations for the Chief of Staff. 
15. Discharges responsibilities of the Office of the Chief of Information for review of Army posters. 
TROOP RADIO-TV BRANCH 
1. Provides staff supervision of radio and television outlets of AFRTS operated under DA. 
2. Processes TI Development Projects initiated by radio and television stations under DA supervision. 
3. Coordinates surveys, requisitions, and correspondence between OAFIE and DA agencies interested in 
Army operated stations. 
4. Assists in procurement of qualified military and civilian personnel for overseas outlets. 
5. Coordinates the allocation of radio frequencies for radio stations with SigO, Department of State and 
subordinate commands. 
6. Provides technical advice and supervision for installation and operation of radio and television equip-
ment used in AFR TS outlets under DA control. 
7. Maintains liaison with the Signal Corps, OAFIE,JCEC, AFRTS, and major oversea commands on radio and 
TV matters. 
8. Reviews and makes recommendations on AFR TS produced programs for overseas areas. 
9. Produces the Army Hour. 
10. Coordinates with Training and Publications Branch in the support of troop information plans and 
objectives. 
ARMY NEWSPAPER BRANCH 
1. Exercises staff supervision over and recommends policies governing authorized Army newspapers and 
civilian enterprise newspapers. 
2. Reviews Army newspapers for compliance with regulations, security, and good taste, and recommends 
appropriate action when required. 
3~ Selects from major command recommendations those papers which merit the Army Newspaper Award 
and processes the resultant action. 
4. Receives and processes requests from Army newspapers for AFPS and ANF materials. 
5. Maintains liaison with OAFIE on DOD policies on service newspapers and Armed Forces Press Service. 
6. Maintains liaison with DA staff age'"ncies to obtain material of troop information import for inclusion 
in Army newspapers . 
7. Prepares timely news, editorials and features for use~ by Army newspaper editors and other appropriate 
agencies. Disseminates such materials direct to Army newspaper editors through the Army News Service. 
8. Coordinates w.ith Training and Publications Branch in the 'support of troop information plans and 
objectives. 
9. Mair\(ains liaison with Stars and Stripes on policies, processing of personnel and equipment, and news. 
10. Supervises the Troop Information Display on the Pentagon Concourse. 
11. Formulates and implements plans for Army-wide special events news coverage as desired by the major 
commands, such as national elections, sports events, rifle matches, etc. 
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SPECIAL NEWS SERVICE BRANCH 
1. Publishes daily excerpts of news, editorials and features from daily newspapers available during preceding 
24 hours. 
2. Publishes excerpts from Associated Press and United Press wire se"ices, radio commentators and selected 
TV programs. 
3. Furnishes hourly and spot news service from wire services, radio & TV media to key personnel in Head· 
quarters,, Department of the Army. 
4. Scans selected periodicals and distributes them to Department of the Army personnel :is required by 
nature of subject matter. 
5. Furnishes daily scrap books of available media to the Secretary of the Army, Chief of Staff, and Chief 
of Information. 
6. Maintains press dipping service, as required. 
7. Maintains morgue (file) of news media relevant to the Army. 
8. Conducts research as required. 
9. Makes weekly analytical studies of editorials and think pieces of military significance appearing in available 
newspapers for presentation to the Army Policy Council by Chief of Information. 
10. Prepares and dispatches daily news summaries to key oversea commands. 
II. Procures special newspapers, periodicals and other media upon request. 
12. Prepares digest of thought material for Secretary of the Army twice weekly. 
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OFFICE OF THE CHIEF OF INFORMATION 
MISSION AND FUNCTIONS OF THE PUBLIC INFORMATION DIVISION. 
1. MISSION 
The U.S. Army has an obligation to report on its activities to the American People and other publics 
as appropriate. ·Consistent with military security, these groups should be given factual information pertaining 
to the activities and accomplishments of the Army. The Pub Info Div, one offour co-equal divisions ofOCINFO, 
consists of the Office of the Chief and four branches: Newsbranch, Magazine and Book, Pictorial and 
Radio/Television. 
2. FUNCTIONS 
a. Advises the Chief of Information on all matters pertaining to Public Information world-wide. 
b. Assists in the establishment of policy, procedures, and operations. 
c. Initiates policies and programs and activities in support of Army objectives. 
d. Supervises, directs, and coordinates the world-wide implementation of the public information program. 
e. Coordinates with and maintains liaison with Divisions of OCINFO, The Army Staff, Department of 
Defense, Departments of Navy, Air Force and U.S. Marine Corps, as well as other governmental agencies 
including: Department of State and USIS, etc. 
f. Interprets and implements DOD direaives. 
, g. Reviews for compliance with existing Army directives and regulations, and D.OD directives, as 
appropriate. 
h. Supervises and monitors the activities of OCINFO Class II activities. 
i. Participates with and assists the Army staff in formulation of basic Army plans and policies in relation 
to publi~ information policies. 
j. Atcends conferences and policy meetings. 
k. Assists in writing and formulation of regulations. 
I. Prepares correspondence for Chief of Staff and Secretary of the Army. 
m. Supervises the activities of the division. 
n. Functions operationally at DA level as the Army's operational agency for the dissemination of 
information. 
o. Maintains liaison and contact with media representatives. 
p. Acts as action agency for DA on special assignments as assigned by the Chief of Staff and Secretary 
of the Army. 
~ q. Preparation of the Secretary of the Army's monthly newsletter to his sixty-one Civilian Aides. The 
newslener is a means for disseminating pertinent facts and background information on Army developments and 
activities, so that Civilian Aides may be better prepared to support the Army and its role in National Defense. 
r. Preparation of correspondence for the Secretary of the Army and the Chief of Information to 
bvilian Aides. 
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NEWS/FEATURES BRANCH 
1. Advises the Chief o( the Public Information Divisioh on all matters pertaining to Public Information 
world-wide. 
2. Assists in the establishment of policy, procedures, and operations. 
3. Supervises, directs, and coordinates the world-wide implementation of the public information program, 
as appropriate to News/Features Branch. 
4. Gathers, coordinates, presents, and distributes alJ news pertaining to the Department of the Army. 
a. Establishes procedures for coverage of Army activities during times of war and peace and establishes 
liaison between the press and Department of the Army agencies. 
b. Represents the Army's interest in all matters ar·Headqll4f.rters, Depanment of the Army levd pertaining 
to news and other related matters. 
c. Advises on all matters pertaining to news coverage and irs directly related fields (feature, filler facts, 
home town news, etc.). 
d. Relays by the most expeditious means to all commands and installations all news releases and news 
developments affecting their interests issued through the Office of Public Information, Department of Defense. 
e. Maintains liaison with Press Branch, OPI, OSD. 
f. Arranges and monitors press interviews with Army authorities, background briefings, press con-
ferences and press tours to installations and activities outside Washington. 
g. Responsible for the policies, procedures and implementation thereof, of the accreditation of 
correspondents. 
5. Has responsibility for all arrangements involved in accreditation of news media representatives travelling 
overseas under Army auspices. Functions closely with the Office of Public Information, OSD, in finalizing 
necessary clearances for these personnel 
6. In time of hostilities, supervises the preparation and distribution of casualty lists, ide~tification of rotation 
personnel, and list of repatriated war dead. 
a. Acts as liaison between the Headquarters, Department of the Army and the press, and within the 
bounds of security, collects and coordinates material about combat operations for release to the public. 
b. When appropriate, maintains a situation map on a 24-hour basis to assist the press in terrain and 
other geographic considerations, and posts, within bounds of security, the tactical situation. 
c. Answers queries from the press on non-classified matters relating to combat operations. 
d. Reproduces and distributes to the press, field communiques issued by theater commands. 
e. Arranges press briefings on combat operations on a daily schedule, or more frequently as required. 
f. Maintains a chronological summary of combat operations and a file of combat communiques and 
other related informacion of combat operations which have been made public. 
7. Prepares and maintains general officer biographies. 
8. Provides a steady flow of timely, professionally written news stories and pictures matrix service in support 
of thr Army's public information objectives to civilian and Army newspapers, press associations, radio and 
television stations, magazines and official and semi-official publications. 
9. Monitors operations of Army Home Town News Center, Kansas Ci~y, Missouri, maintaining close 
liaison by telephone and correspondence, reviews policies periodically with an eye to improvement of functions 
and services. 
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10. Acts as action agency for Headquarters, Department of Army in connection with the high school 
news program - a pilot operation sponsored by the Navy, etc. This function requires writing, researching, 
editing and distributing suitable releasable material in suppon of this activity. 
RADIO/TELEVISION BRANCH 
1. Advises the Chief of Public Information Division on all matters penaining to Public Information 
world-wide. 
2. Assists in the establishment of policy, procedures, and operations. 
3. Supervises, directs, and coordinates the world-wide implementation of the public information program, 
as appropriate to Radio/Television Branch. 
4. Services inquiries from network, radio stations program producers, writers and advertising agencies seek-
ing information relative to the Army, or the appearance of military personnel on radio and television program. 
a. Recommends and coordinates overall Army procedures involving matters of security, propriety, and 
policy with reference to the media. 
b. Maintains liaison with continental and overseas commanders in matters involving radio and television. 
c. Produces and distributes weekly official US Army TV program "The Big Picture". 
d. Initiates and promotes program ideas direct to representatives on the radio and television networks. 
e. Arranges for radio and television coverage of special events concerning Army personnel and equipment. 
f. Serves as advisor to staff agencies and Technical Services on all matters pertaining to radio and tele-
vision coverage on Army operations. 
5. Reviews and evaluates radio and television scripts written by Army personnel; coordinating their 
clearance. 
a. Maintains liaison with radio and television industry for possible placement of such scripts. 
b. Initiates and promotes ideas for radio and television release in support of long-range information 
objectives of the Army. 
c. Provides guidance to subordinate commands on matters pertaining to the production and exhibi-
tion of radio and television programs through preparation of appropriate special regulations, telegrams, com-
mand letters and items for publication in CINFO Liaison Bulletin. 
d. Coordinates with other interested Staff agencies of Headquarters, DA and Radio and Television 
B!'2llch, OPI, Department of Defense, all policy matters penaining to the production of radio and television 
programs. 
6. Supervises and coordinates radio/rv activities with the Los Angeles Branch and New York Branch of 
OCINFO. 
a. Maintains dose liaison with CINFO Branches in connection with projects of mutual interest. 
b. Establishes policy and procedural guidance as warranted. 
c. Represents th~ Chief of Information, as appropriate, in the execution of command directives. 
PICTORIAL BRANCH 
1. Advises the Chief of Public Information Division on all matters pertaining to Public Information 
world-wide. 
2. Assists in the establishment of policy, procedures, and operations. 
3. Supervises, directs, and coordinates the world-wide implementation of the public information program, 
as appropriate to the Pictorial Branch. 
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4. STILL PICTURES: 
a. Plans, prepares and coordinates spot news and feature still picture coverage of Army activities for 
release to national media through the Office of Public Information, Depa_rtment of Defense. 
b. Provides photographs of Army activities at the request of individuals, commercial firms, educational 
institutions, government agencies when the best interest of the Army and the public are served by this activity. 
c. Maintains a select file of General Officers and Department Secretaries portraits in order to fill rush 
requests from the media and Department of Army Staff Agencies, Army field installations and other government 
agencies with a minimum of delay. 
d. Initiates the action of processing correspondence requesting still pictures to include necessary staff 
coordination and security clearances. 
e. Researches Army Signal Corps Library and all other available sources for still pictures to fill the re· 
quirements of requesting agencies which include, in addition to the news media, service to all CINFO 
Branches, Field P!Os and Department of Army Staff Agencies. 
f. Prepares all correspondence and maintains a file relating to the transmittal and release of still photo-
graphs. Maintains complete record of all still picture activities for use in reporting weekly, monthly, quarterly 
and yearly. 
S. MOTION PICTURES: 
a. Plans, initiates and coordinates motion picture coverage of Army activities for national release to 
newsreels and TV networks through the Office of Public Information, Department of Defense . 
.. b. Plans, coordinates and monitors the production of public information motion pictures produced by 
the Army Pictorial Center or commercial producers to support public information objectives. 
c. Reviews, in coordination with the Office of Public Information, D(:partment of Defense, all films 
produced by or for the U. S. Army and recommends actions relative to their clearance for public release (non-
profit, theatrical, television, or sale). 
d. Reviews un-edited Army motion picture coverage for its possible use in public information films. 
e. Reviews, evaluates and approves all ideas, treatments, picture plans, screen plays and scenarios sub-
mitted by commercial motion picture studios or producers as a basis for their request for cooperation by the 
Army in the proposed production. 
f. Conducts research relative to uniforms, equipment, personnel, historical research, availability of 
posts, camps or stations to support locations for films. 
g. Appoints Army technical advisors to insure technical accuracy. 
h. Reviews the completed motion picture for final approval, in coordination with the Office of Public 
Information, Department of Defense. 
i. Supports and coordinates the public exhibition of approved completed commercial productions by 
Army personnel and equipment for recruiting purposes. 
J· Reviews and evaluates motion pictute scripts submitted by Army personnel for possible placement 
with commercial film produc(:rS. 
k. Cooperates and provides guidance to other government agencies in the production of motion pic· 
rures for public release that support the Army information objectives. 
1. Prepares alJ correspondence and maintains files relating to alJ motion picture activities as a perma· 
nent record, and for use in preparing quarterly and yearly reports. 
m. Supervises and coordinates pictorial activities with the Los Angeles Branch and New York Branch 
ofOCINFO. 
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MAGAZINE AND BOOK BRANCH 
1. Advises the Chief of Public Information Division on all matters pertaining to Public Information 
world-wide. 
2. Assists in the establishment of policy, procedures, and operations. 
3. Supervises, directs, and coordinates the world-wide implementation of the public information program 
as appropriate to the Magazine and Book Branch. 
4. Maintains close liaison with Headquarrers, Department of the Army staff agencies, and Army head-
quarters and installations in the field, concerning magazine articles and books on Army subjects. 
a. Originates ideas for desirable Army coverage in magazines and books. 
b. Considers and evaluates suggestions of such ideas from other Headquarters, DA agencies and the field. 
c. Researches basic data to expand these ideas into presentable form, and places this material with writers, 
editors and publishers. Exerts particular effort to achieve coverage of quarterly Public Information objectives. 
5. Receives and acts upon requests from magazine writers and editors, authors and book publishers, for 
information and for assistance in developing articles and books related to bas:c Army policy and achievements, 
procedures and developments. 
a. Arranges authors' interviews and conferences with representatives of the Army staff and Admin-
istrative and Technical Staff Services and field installations and commands. 
b. Monitors such interviews and conferences where applicable. 
c. Arranges clearances for writers to visit specific headquarters and installations to cover Army subjects 
in the field. 
d. Coordinates provision of assistance, accommodations and, in some instances, travel for such writers. 
6. Coordinates with Office of Public Information, Department of Defense, all magazine and book matters 
affecting several services. 
a. Advises public information officers of ZI and overseas commands concerning all magazine and book 
affairs. 
b. Reviews manuscripts prepared by Army personnel for publication in books and nationally circulated 
magazines to insure conformance with propriety and Army policy. 
c. Coordinates review of same for security and accuracy by DA and DOD agencies. 
d. Attempts to place for publication manuscripts on military subjects written by active Army personnel, 
after such writings have been cleared for open publication. 
e. Reviews and, when appropriate, coordinates with other imerested Army and DOD agencies, manu-
scripts volumarily submitted by civilian writers, editors and publishers requesting official review of the material. 
Based upon this review, recommends changes, deletions and corrections as indicated. 
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OFFICE OF THE CHIEF OF INFORMATION 
MISSION AND FUNCTIONS OF CIVIL UAISON ·DIVISION 
1. MISSION 
The Civil Liaison Division has the primary missiol\ of developing, coordinating and supervising public 
relations plans and programs that will establish and maintain good relations between the US Army, industry 
and the general public. To carry our this mission this Division supervises, coordinates and directs the imple-
mentation of the Department of the Army policies that will earn public confidence and respect for the Army 
from industry and all segments of local civilian communities both in the United States and overseas areas, 
maintains necessary liaison and coordin~tion with appropriate staff agencies of the Department of Defense, 
Departments of the Army, Navy and Air Force and those Army Commands charged with the responsibility for 
implementing this program. Charged with specific responsibilities to perform this mission are three branches 
within the Civil Liaison Division. 
2. FUNCTIONS 
a. Directs and supervises the operations and activities of: 
Community Relations Branch 
Organizations and Industry Branch 
Sp<eial Projects Branch 
b. Interprets and implements Department of Defense public information policies concerned with the 
establishment and maintenance of harmonious Army-Civil relationships. 
c. Maintains liaison with the Office of Public Services, Department of Defense and national, civic, 
trade, professional and fraternal organizations to provide information on Army aims, objectives and activities to 
those organizations the interest of sound, mutually advantageous working relationships. 
d. Assists in the formulation of plans, policies, objectives, and guidance for the establishment and 
maintenance of harmonious Army-Civil relationships. 
e. Interprets, relates, and implements DA current information plans and programs to further the estab-
lishment and maintenance of harmonious Army-Gvil rel~tionships. 
f. Maintains a two-way flow of information between the U.S. Army and American· industry. 
g. Coordinates the U.S. Army's interest in the Joint Civilian Orientation Conference. 
h. Coordinates troop, band and exhibit participation in national events and celebrations (Armed Forces 
Day, Veterans Day, etc.). 
i. Assists in the preparation of the Chief of Information segment of DA primary and joint programs . 
COMMUNITY RELATIONS BRANCH 
a. Develops, supervises and coordinates matters concerned with the establishment and maintenance of 
harmonious relationships between the US Army and civilian communities. Major functions performed under 
this responsibility are: 
( 1) Provide instructional material on Community Relations methods, techniques and procedures 
for U. S. Army use. 
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(2) Collect and codify Community Relations programs, materials, case studies, etc., that can be used 
to advantage by all major commands in the U.S. Army. 
(3) Counsel major commands on Community Relations projects and problems when requested 
to do so. 
(4) Audit Community Relations activities and programs by means of staff visits, correspondence, 
reports, etc. 
b. Recommends objectives to be accomplished through planned community relations actions, based 
upon research, field visits and liaison with DA staff agencies. 
c. Formulates and assists in the formulation of plans, policies, and programs to improve U. S. Army-wide 
community relations. 
d. Coordinates and processes recommendations and matters pertaining to awarding the Department of the 
Army Special Certificate of Achievement to civilian public service organizations, newspapers and radio and 
television stations who have made a direct contribution in furthering the prestige, public understanding and 
support of the U. S. Army. 
e. Assists in the coordination and administration of DA 's part in the Joint Civilian Orientation Con-
ference, which is conducted twice yearly by the Department of Defense. 
f. Coordinates the Department of the Army's interest in the People-to-People Program. 
g. Prepares public speeches on community relations for delivery by senior officers assigned to the Office 
of the Chief of Information, Headquarters, Department of the Army. 
h. Maintains direct liaison with professional public relations associations throughout the United States 
and with organizations and groups whose interest and activity are devoted to public relati9ns education. 
i. Prepares correspondence for the Office of the Sec~etary of the Army and the Chief of Staff on matters 
pertaining to activities for which the Community Relations Branch has primary responsibility. 
j. Maintains liaison with the Office of Public Services, Department of Defense, on matters pertaining to 
community relations and the Joint Civilian Orientation Conference. 
k. Maintains liaison with the United States Information Agency Headquarters in Washington, D. C., in 
regard to U.S. Army commWlity relations programs and activities in overseas areas. 
ORGANIZATIONS AND INDUSTRY BRANCH 
a. Establish and maintain liaison with national organizations, to include: Association of the U.S. 
Army; Boy Scouts and Girl Scours and other youth groups; Division Associations, veterans groups; civic and 
fraternal groups; commercial and trade associations; charitable and welfare societies; and others. Provide such 
organizations with a point of contact with the Army; assist them with problems they may have involving the 
Army; furnish them information on the Army's policies, programs, objectives, capabilities, and procedures, and 
obtain answers to specific questions they may have. Maintain files containing data on such national organizations. 
b. Furnish information concerning the Army to editors of publications sponsored by national organi-
zations and to·editors of trade and technical journals, house organs, and other industry publications. Assist 
these editors in developing material for special articles and features with an Army theme. 
c. Arrange for military speakers to appear before civilian groups which request this service. Prepare 
evaluations and recommendations concerning requests from civilian groups for speaking or other appearances 
by the Secretary of the Army, the Chief of Staff, and other senior Army officials. 
d. Screen advertisements having an Army theme for accuracy of content and to insure that the Army is 
not shown as endorsing a commercial product, advocating purchase of a particular product, or implying that 
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one product is preferable to another. Obtain Army approval of advenisements which meet these requirements 
and which have been cleared from a security point of view. 
e. Arrange for Army representation at meetings, conferences, and copventions of national organizations, 
trade and technical associations, and industrial agencies. Attend such events as are deemed appropriate. Assist 
in obtaining speakers, exhibits, or musical entertainment for such occasions. 
f. Establish and maintain liaison with representatives of Army contractors in matters pertaining to 
advenising, supply of official material for inclusion in publications, and other matters of mutual concern. 
g. Furnish information to agencies of the Department of the Army staff on the scope, aims, objectives, 
and programs of civilian organizations. 
h. Arrange for conferences between members of the Department of the Army staff and representatives 
of industry and of national organizations. 
i. Coordinate industry relations matters within the Office of the Chief of Information and with the 
Department of Defense, agencies of the Headquarters, Department of the Army staff, and with industry relations 
elements of the Navy and Air Force. 
j. Assist Army information personnel in the field to arrange for attendance at local military events by 
representatives of the Headquarters, Department of the Army staff or by representatives of industry and of 
national organizations. 
k. Assist news media representatives who wish to visit manufacturing plants engaged in production for 
the Department of the Army. 
1. Provide a point of access for representatives of industry and commerce who desire Army cooperation 
in connection with plans and projects. (Examples: sponsors of "Give-away" promotions; makers of toys, 
hobby kits, etc.). 
SPECIAL PROJECfS BRANCH 
a. Coordinates Army public infocmation participation in joint exercises and maneuvers. 
b. Maintains liaison with information activities throughout the Army. 
c. Provides special liaison and guidance to the Office of the Director, Women's Army Corps, Army 
Nurse Corps, Women's Medical Specialist Corps, and for women doctors in the Medical Corps on information 
matters. 
d. Coordinates Headquarters, DA interest and participation in national and international celebrations; 
e.g., Armed Forces Day, United Nations Day, etc. 
e. Coordinates Army participation in public ceremonies having public information significance. 
f. Prepares statements and correspondence for the Office of the Secretary of the Army and the Chief of 
Staff for public release. 
g. Prepares and distributes weekly calendar of key Headquarters, DA speakers. 
h. Maintains direct operational control-over all activities of the Army Exhibit Unit. 
i. Represents DA on all matters pertaining to exhibit policy, participation and coordination with other 
components of the Department of Defense. 
j. Maintains direct operational control over all activities of the United States Army Field Band. 
k. Coordinates publicity on Army Aviation, its participation in demonstrations and maneuvers, and 
prepares fact sheets and information plans on Army Aviation. 
I. Coordinates Army publicity on guided missile and research and development projects. 
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m. Plans and coordinates DA publicity interest in USMA, West Point, matters to include cadet speakers 
for Boys' State and Boys' Nation Meetings. 
n. Coordinates all requests received by DA for troop and/ or band and color guard participation in 
public events. 
o. Plans and coordinates major ceremonies or celebrations sponsored by DA which have public in-
formation significance. 
p. Coordinates the visits of Foreign Leaders Exchange participants at request of DOD, ACSI and State 
Department to Army Installations. 
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OFFICE OF THE CHIEF OF INFORMATION 
ANNEX 1 
CURRENT PUBLICATIONS IN SUPPORT OF 
TROOP INFORMATION OBJECTIVES 
OFFICERS' CALL 
VOLUME II - 1950 
Number 7 The North Atlantic Treaty 
VOLUME Ill- 1951 
Number 3 Antiguerrilla Operations 
VOLUME IV - 1952 
Number 9 Psychological Warfare 
VOLUME V- 1953 
Number 1 Army Primary Programs 
4 Harness Your History 
6 ASR 100 - Problems in Efficiency Rating 
1954 
Number 3 The Role of The Army 
1955 and 1956 
DA Pamphlet 355-6 Command and the Code- NEVER SURRENDER (July '56) 
355-20 Your Future- the long range active duty program (Dec '55) 
355-21 The Army in the Atomic Age (Oct '55) 
355-22 The Soviet Armed Forces (Jan '56) 
355-23 Principles for Today's Army (Apr '56) 
DA Pamphlet 21-43 Officers' Call Selected Reprints- 1950 
355-24 Officers' Grade and Branch Imbalance (Aug '56) 
TROOP TOPICS 
DA Pamphlet 20-75 Supply Discipline 
20-76 Individual Training: Our Country_ 
20-77 Individual Training: Our Government 
20-78 Individual Training: Our Privileges, Our Responsibilities and Our Freedoms 
20-79 Individual Training: Defense Against Enemy Propaganda 
20-131 Individual Training: The First Step 
20-132 More Sweat Less Blood 
20-135 The Soldier in Combat 
20-137 The Fighting Heart 
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20-139 Separation Series 
20-140 Your Team, Your Lc:aders and You 
20-141 Serving Our Country Overseas 
20-142 The Soldier and The Community 
20-143 You Can't Win but you can Lc:arn 
20-145 The High Price of AWOL 
20-149 Lc:t' s Go 
20-155 Lc:arning While Serving 
20-157 Mutual Security- Freedom's Shield 
20-158 Decorations and Awards 
20-160 Information and You 
20-163 Why Training is Tough 
20-164 The Pattern of Training 
20-165 Discipline 
20-166 Your Military Service Obligation 
20-167 Individual Training: Adjustment to Military Life 
20-168 Individual Training: Your Mission and Responsibilities 
355-1 Mission and Organization of the Army 
355-2 Individual Training: Why We Serve 
355-3 The Army in Peacetime 
355-4 The Reserve Forces Act of 1955 
355-5 The Soldier and The Army 
355-7 The Army Enlisted School System 
355-8 Your Personal Taxes 
355-51 I Am An American Ftghting Man 
355-9 Your Reserve Service 
355-10 The Army Green Uniform 
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OFFICE OF THE CHIEF OF INFORMATION 
ANNEX 3 
COMPARABLE INFORMATION MEDIA 
TI MEDIA PI MEDIA 
Army Newspapers Commercial Newspapers 
Stars & Stripes Army Hometown News Center 
Army Information Digest Commercial Magazines 
Army Hour Big Picture 
Commercial Radio & TV 
DA Pamphlets Books 
Formal Instruction Public Speakers 
Displays Exhibits 
Armed Forces Press Service Army News Features 
Army News Service 
~ Individual Soldier Through Army Alumni Word of Mouth Publicity (Veterans) 
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OFFICE OF THE CHIEF OF INFORMATION 
ANNEX 2 
INFORMATION OBJECTIVES FISCAL YEAR 1959 
Major areas of emphasis selected from the Army Information Program (DA Cir 11-1) are: 
1. The Army's unique capacity for rapid application of force in degrees required, stressing STRAC and 
versatility of Army firepower. 
2. The persistent threat and nature of local wars, stressing the Army's unique ability to cope with them. 
3. The deterrent and defensive role of deployed Army forces as a combat ready element of the first line of 
defense, including Army contributions ro MAAG. 
4. The vital nature of the Army's contribution to the Air Defense of the nation, and its deterrent effect, 
stressing the air defense of cities, vital areas, and installations. 
5. The Army's unique ability to employ and support the family of surface-to-surface missiles, stressing tac-
tical support missiles. 
6. The broad scope of Army research and development, stressing national defense and including contribu-
tions to science and the Nation. 
7. The Army's adjustment of its personnel policies and practices to the requirement of modern warfare. 
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OFFICE OF THE CHIEF OF INFORMATION 
ANNEX 6 
LIST OF BASIC INFORMATION DIRECTIVES 
AR 355-5 Troop Information 
AR 355-6 Troop Information Instruction 
AR 350-30 Code of Conduct 
AR 360-5 General Policies - Public Information 
AR 360-15 Security Review of Congressional Testimony 
AR 360-19 Public Information Activities Cost Report 
AR 360-23 Release of Unclassified Photegraphs and Motion Pictures 
AR 360-27 
AR 360-28 
AR 360-29 
AR 360-31 
AR 360-33 
AR 360-45 
AR 360-50 
AR 360-51 
AR 360-55 
AR 360-60 
AR 345-20 
AR 360-65 
AR 360-70 
AR 360-80 
AR 360-81 
AR 360-83 
AR 345-60 
AR 675-5-1 
Release of Information By Manufacturers, Colleges and Universities Holding Army Contracts 
Guidance on Release of Information Regarding NIKE Guided Missile Program 
Release of Information in Field Board Cases 
Activation, Reactivation, or Inactivation of Military Installations 
Activation, Training, and Movement of Units 
Public Information Activities 
United States Army Displays and Dmlonstrations 
Oversea Disaster Relief 
Community Relations 
Correspondents Accompanying Armed Forces of the United States 
Release of Information Records from Army Files 
Establishment and Conduct of Field Press Censorship in Combat Areas 
Policy and Procedures Concerning Military Assistance 
Release of Information When More Than One Service is Involved in Accidents or Incidents 
News Release of Accidents Involving Oassified CBR Material in CONUS 
Army Home Town News Cente~ 
Release of Information Pertaining to Disciplinary Actions 
Decorations and Awards 
D/ A Pamphlet No 21-64 Public Information Officers' Guide 
D/ A Cir No 220-1 Non participation of Bands, Troops, and Other Elements in Commercial Sports Events 
D/ A Cir No 360-6 Identification of Army Equipment on Public Display 
D/ A Cir No 11-1 Army Information Program 
SR 360-5-2 Release of Unclassified Official Still and Motion Picture Material 
SR 360-5-10 Photography of Distinguished Visitors Upon Visits to US Army Installations and Activities 
37 
SR 360-5-15 Security Control of Photography or Sketches Made by Civilians Outside Military Installations U 
Within Zl, its Territories and Possessions 
SR 360-32-1 Biological Warfare 
SR 360-60-1 Accreditation of Correspondents 
SR 360-5-20 Maneuver and Exercises Involving Simulated Employment of Atomic Weapons 
Additions and Changes listed in: DA Pam 310-1, Military Publications 
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APPENDIX C 
EFFECTIVE AllMY TROOP AND POBLiq RELATIONS 
statement by General Matthew B, Ridgeway, Chief' of' Staf'f', on h1e 
concept of' Ef'f'ective ~ Troop and Publ1c Relatione. 
, 1. As a result of' the situation in which the Anrzy- finds 
itself' today, we are confronted with an immediate troop and 
publ1c relations problem which calls f'or positive action. Our 
long range objective must be to in!orm the American public 
fully of' Arrq activities and accomplishments, within the bounds 
of' genuine military security, in order to instill confidence in 
Arrq personnel, policies and management, and to widen public 
understanding that the Arrq is performing loyally and intel-
ligently in support of national aims and the public interest. 
To accomplish this objective, we must modifY the philosop~ 
which has for years guided the Ar~•s action in the field of 
public relations. This philosophy has influenced officers to 
remain aloof from the public and reticent on their few public 
appearances, We must become more articulate and develop a 
positive public relations attitude throughout the Ar~. Too 
maqy officers look upon public relations as a defensive opera-
tion rather than a living, dynamic one. 
2. One cannot emphasize too strongly the importance of' 
giVing proper consideration to the impact, on both the troops 
and the public, of proposed plans and policies, either basic 
or supporting. Except f'or valid security reasons, any action 
that cannot be satisfactorily explained to the troops, the 
Congress and the general publ1c, should be regarded as suspect, 
and be thoroughly re-examined. It is f'ully realized that the 
Anrzy- cannot please everyone all the time. However, adverse 
reaction can be greatly reduced, if' not entirely elimi~ted, by 
proper, timely explanation. The impact of' proposed actions 
must be considered as much an item of cost as dollars and man-
power. A single ill-considered action can impair in a short 
time the good effects of prolonged and patient efforts. Every 
officer of the Ar~. regardless of' his position, must cultivate 
the habit of scrutinizing every action in this light. 
J. At every level of command the troop and public infor-
mation officers should be consulted in all planning that has 
troop or public information aspects and afforded an opportunit~ 
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t.o express their opinionso This will enable them to counsel on 
the effect of any policy that cannot be explained satisfactorilyo 
It will also prepare them to explain fully the action adoptedo 
They should also be given time for proper planning before an 
action is announcedo It is a mistake to look upon them merely 
as publicity meno 
4o The impact of proposed actions on Ar~ personnel should 
be stressed particularly o When the troops understand fully, 
there is less occasion for complaint and speculation, with 
resulting less criticism from the public, the press and the 
Congress. This is particularly true now, when the Ar~ is com-
posed primarily of citizens involuntarily and temporarily in 
serviceo The situation today demands a more positive, more 
forceful type of leadership. 
5o In some quarters there is a tendency to look upon troop 
information as a required activity of questionable valueo Such 
an attitude indicates a failure to grasp its real significance 
and to recognize in it the application of sound principles of 
leadershipo The commander must instill in his men recognition 
that each has an important job to do in a unit or activity, 
which is itself an essential cog in a larger organizationo He 
must insure that its mission is clear so that the demands made 
on the soldier are understoodo A soldier so imbued is the best 
possible product the Ar~ can present to the publico Such a 
soldier will return to civilian life an enthusiastic supporter 
of the Ar~o The attitude of Army veterans is a direct reflec-
tion of Ar~ leadership. 
6o If the Ar~ performs intelligently and efficiently, and 
if we keep our own personnel properly informed, we will have gone 
far in telling the American public about their Ar~o It remains 
for us to present ourselves directly to the people through the 
various public information media and through our daily contact 
at the community leveL Only by doing all these things thoroughly 
shall we be able to gain and retain the confidence and support of 
the American peopleo 
7o Public relations has been included in the Ar~ Program 
~stemo Each quarter public informations objectives are estab-
lishedo These cover those critical areas for which the Depart-
ment of the Army particularly desires emphasis during the periodo 
The guidance for accomplishing these objectives is set forth in 
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supporting information plans which, together with the objectives, 
are furnished to Major Commands. Accompanying each information 
plan is a Speakers Guide or Fact Sheet, which is included for the 
purpose of assisting speakers and writerso It is desired that 
increased attention be given to this guidance throughout the Ar~. 
8. Another important field in which improvement is needed 
is community relations. It is at the installation level that 
the Ar~ as an organization comes in closest contact with the 
public. The installation commander's relations with the commu-
nity are of such importance that he should give the matter his 
continuing personal attention. He should strive in every prac-
ticable manner to bring the community and his command into 
harmonious relations. An active community relations program is 
expected of each post, camp and station commander. 
9. The creation of such a public relations attitude as 
outlined herein demands the careful attention of commanders and 
their staffs at all levels. It calls for the selection of 
qualified officers for the posts of Troop Information and Educa-
tion Officer and Public Information Officer. These are assign-
ments in which qualified personnel should be stabilized to'as 
great a degree as is practicable. Theirs is the responsibility 
for helping the commander to establish an atmosphere among his 
own personnel and with the public that will most effectively 
facilitate the accomplishment of his mission. 
10. The creation of a public relations-conscious Ar~ also 
calls for adequate, progressive instruction in troop and public 
information throughout the Army school system for officers and 
prospective officers. Maximum use should be made of the Ar~'s 
facilities to train officer and enlisted personnel in this 
important field. Personnel specializing must not be penalized 
in regard to selection for promotion or higher training by 
reason of such specialization. 
APPENDIX D 
MILITARY FUNDING PROCEDURES 
On 18 March 1955, the Anrry released AC 36().,.19, Public Ini'onaa.. 
tion ·Activities Co.st Report, which was designed as a control vehicle 
for :funds marked for information purposes. The Anrry then released 
another regulation, AR 310-1, which prescribed the forms to be repro-
duced loo~ and the methods and requirements necessary to c0111plete 
these forms. Each Anrry area and overseas command receives a quarter-
ly paper figure of limitation of' funds to be spent on information 
activities. Each unit and installation commander at division level 
is then required to keep a strict cost accounting system in opera-
tion, showing exactly where all funds are being spent. This limita-
tion of funds, the Anrry gets less than one million annually, is 
termed not practical qy such sources as Major General Floyd Parks, 
Chief' of Information, who stated before a Congressional Committee! 
"I honestly think that if strictly and literally enforced, 
the entire annual limitation for the Anrry would be exhausted 
within two months. Should the Anrry then cease all service to the 
press and public for the next ten monthS?" 
In addition to its impracticability, the regulation is costly 
to administer. Almost half of it is spent for bookkeeping, adminis-
tration, salaries, and other operational costs. 
In 1950, the Congress imposed this limitation on the amount 
of money to be spent on information activities with the intention 
ot stopping inter-service r1~. This law has been inettective, 
'l'he individual intormat1on ctticer JIIUSt now devote IIIUCh ot hie, 
16o 
and hie atatt 0 s time, on keeping track ot paper f'unda which he 
never sese, as well as arbitrary costs which he alpne decides upon, 
Such a system 1s genera:l:cy. termed as "harrassmant• by working 
public 1ntormat1on ott1cers, 
APPBNDIX B. 
ARMY RIIXlULA.TIONS PBRTAININO TO THE 
INFORMATION PROGRAM 
(insert, following) 
CIRCULAR} 
No.ll-1 
Cir 11-1 
DEPARTMENT OF THE ARMY 
\V ASHINGTON 25, D. 0.,15 N O'Vember 1956 
Effective until15 November 1958 unless sooner rescinded or superseded 
ARMY INFORMATION PROGRAM 
1. Transmitted herewith for information and guidance is the Long-
Range Army Information Program concept in chart form. 
2. This concept outlines the basis for an Army-wide Information 
Program and establishes basic guidance for commanders and informa-
tion officers to assist them in programming information activities 
designed to attain troop and public support of the Army's role in a 
sound National Military Program. 
3. Column A (Army Activities-Subjects) lists the overall activities 
and/or subjects. in which the Army is actively engaged in carrying out 
its assigned mission. Columns B and C (Implications) outline the 
editorial or inferential emphasis necessary to attain the objectives 
listed under columns D and E (Goal). Thus, by working from right 
to left, the commander is guided by the mechanical flow of the chart 
in the accomplishment of a particular goal. 
4. Fact Sheets pertaining to each item listed under column A are 
now in preparation and will be forwarded to the field as they are com-
pleted. These fact sheets will highlight the progressive nature of the 
Army's current thinking, planning, and operations under each activity 
or subject, and will further amplify the implications outlined in 
columns B and C of the chart. 
5 . . Detailed Information Programs in consonance with the chart 
will be developed for each fiscal year beginning with fiscal year 1958 
at Department of the .{\.rmy level and forwarded to major commands 
for implementation. However, this does not preclude the exploitation 
of any or all of the listed subjects or activities by local commanders 
within their areas upon receipt of this circular. 
6. Action with respect to Information Programs at class II installa-
tions and activities and class III installations will be taken by the heads 
,_..,._~=~lmtWn.ent: the Army agencies. 
I1INITIAL 1 b frO SGT 
Cir 11-1 
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[AG 000.7 (7 Nov. 56) CINFO] 
By Order of Wilber M. B'f'U(Jker, Secretary of the Army: 
Official\ 
JOHN A. KLEIN, 
Major General, United States Army, 
The Adjutant General. 
Distribution : 
A.ctive A.rmy: C. 
MAXWELL D. TAYLOR, 
General, United States Army, 
Chief of Staff. 
To be distributed on a need-to-know basis to all installations, activities 
located off an installation, and to all units and headquarters down to and 
including divisions, and units and headquarters of comparable size. 
NG: State AG (3). 
USA.R: None. 
U. S. GOVERNMENT PRINTING OFFICE: 1956 Q---409281 
l- The Army 1 e Orga.nhatioMl and Loghtlcal nexibillt 
2- Air Tre.neyortebilit 
3- 'Gtound •nd A!r l!ob!!.llz.._ ____________ _ 
4- Atomic Support Comma.~~!....-===--5- The Versatility of Arm)' lirepower -
Bon-atomie-J.tomic (pRrtlcul~~~'! yielde) _____ _ 
6- 'l'he AdaptA.bility of Army Forces to Operations in 
~··· Mountaln!.L_~~~~-----
1- Trends opposin& General War 
e- lnternlltionel Trouble Spoh 
9- CO~&..! unlet Hill tary c~pBb111 ties 
lo-
ll-
12-
tt 
15-
16-
19-
zo-
21-
22-
~t 
25-
26-
~h_Army & S_.J!."'I~ ... Eighth Arny & U~~.l',t..C 
U. s. Army AlaskA. &. Carl 'bbeun - US.'\.R:ii:UR. 
The O;at.r&. t e ic Reserve & .,.e1ul.er Unit.a 
Logiettclll. Commands 
Atomic Su ort Comm!!'n!!c 
~he ~~lli.P Pro£rama 
~ch Army M.U.G l1hs!_on 
Reurve 'Prosrrm and Reserve Unl ta 
National Guard Prognm ~ NG Unl tt 
Jc:int Pleons and C.perr. tiona 
~ri-dimenaionAl 'liarfare 
AR&..a.COM & Subordlns-te Unite & A.A. Renerve 
ArmY surface-to-r.ir Mi~ tl es 
Anti-mhelifl tduilea 
Air Defense of Cities Vital Areas & Inetl' llA-tiOniO 
21- l!'actical ~; ort Mhtlle• 
2S- The llllii:-l ProrrR.m~ 
29- The JUPUlm !lUi< 
30- Xhe REDS'!U~"l: Miulle 
31- 'lho Army Ballistic Minile AtJenc:r 
32- 1o is tical Skill fl Scientific &: Technical Ability 
33-
34-
35-
36-
37-
36-
Baalc ae .. arch 
Reue.rch Technical Servicu 
lnduatrle1, Science and ld.UClltion participfltic& in 
Arn1y Reuarch 
Reaearch & DeTelopment Orga."lha.tlon 
Argz pioneering in Resee.rch 
Human l: ineerir. 
43- Cv!rulC - CORG • CDTEC 
44- .\.rmy War Col§e - C&:GSC - Service Schools 
45- Combe.t DeTelo enh - era tiona ReseArch Office 
51-
52-
53-
54-
55-
56-
57-
5ts-
59- Procurement Pro rAin - Diatri~ution S ateJII 
bo- Catelo&i!lft - StAnde.rdlr.ation 
61- Trans;pcr t a tlon - MedicAl 
62- CommunicP.tions - Maintenance 
b3- Real Property- COnstruction (Armories, Housing, 
Troo & J'a~r.il 
64- Prograam.!r,g & Budget!ne; Syotem 
6;- Modern ..\rmy Supply Syatem 
66- Stock l'undi!ll 
67- J~inancie.l ~il.nagement 
06- Elactronic De.ta Proceuillj 
69- Caah Conaciouaneae Act1Titlel 
t~ 
72-
+t 
75-
Personnel Standard• & Man ower ae uiremenh 
Career lncentlvea - J:duct\.tional Programa 
Scientific & Profeeaioll&l Personnel Provama 
Army Emertency Relief - Welfare Acthit1ea 
.Pbychological AaJustment1 
Ar asi a Worthwhile CA.reer 
76- bioteWQrt Arm Leedera 
77- Individual Ci h.tionz and A.wt~rda 
78- Dhtinguiahed Retired Persona 
79- 'l'he De111and for Ann Peraonnel. in lnduatr & ld.ucation 
8Q- Unit & Cat~ .i n Hhtcries 
81- AW9rda, ~emorlo.l• & Dedications 
82- Activation& - Anniverearies 
83-
t4-
~5-
86-
87-
61!-
65-
90-
91-
92-
93-
r-------------~~-------------, t + 
B 
l- The Army' a Unique Capacity for the 
Repid A.ppl1cA.tion of rorce ln Degren 
Corrur.eneurate with the Varying Require-
menta of Llml ted War a 
2- The Persistent Threet and Limited Nnture 
of Local Wart 
3-
5-
6-
7-
6-
The Deterrent Etnd Defene1Ye Role of Deployed 
Army loren ns a com'OOt rendy element of 
the ftret line of defense 
The Deterrent and RRinfcrcing Role of the 
Army in the United States aa a combat 
element of l)..l>A.y force~~ 
The Deterrent A-nd Def'en1he Roles of' J'orc::eR 
Auieted by :.LA.AG pro~rMa _______ _ 
The Deterrent Defensive e.nd Reinforcing Role 
of the Army Reserve e.nd Nnt1ond GU!rd 
The Arrr.y a1 1!\ LOYf'l t.lember of the Service 
te"" 
The Vi tal NE~ture of the Army' 1 Contribution 
to the Alr Defense of the NP-tion nnd its 
Deterrent. Jlffect 
9- The Aru:;r 1 1 Contributicn to the Recover7 of 
the Nation from the if'fect& of Air Attack 
lo- The A.rmy- 1 • unique Ability to limploy the J'smlly 
of Surfe.ce-to-~;urface miesile a incl ud.ing 
the important Long-range Ballistic and 
Gnided Miuiles and to Support them Lo'ghti-
cally Within ita Current Organhation & 
TrP.intr. lMae 
12- The Succus of Anny Reae"-reh And, DeTelopment 
13- The AdT&.nced State of Army Thinking about 
'lact-ic• and 'lechni ues of modern warfare 
14- The Rapid .lde.ptlltion of Army Organization 
to the Requirements of J'uture Warfare 
15- The A.rm7 1 1 Rapid Tranaition to Modarn Wee.pone 
and Materiel 
16- !rMdth and lity ot Army tr"iniJll 
17- The AnD7 aa one o! the largeat buainene• 
in the vorl! 
!8- A.r11J7 Le&der•hlp ln A.dopting the moat 
110dern Budneu Practic!.!_ ______ _ 
19- 'l'he J.rm7 1 1 Adjustment ot ita Peraoanel 
Polich• and Pra.cticea to the llequire-
ment of Modern War~._,_r::_o ________ _ 
2D- 'lho High Q.ual!t;r of Arm;r Peroonnel alld 
:Le&clerehl now and in the Pe.at 
21- 'lhe Illuatrioue Hhtor of the u.s . .lrmy 
22- !lt.rdwork1ng, Clean 
s. 
1- The J'ature and lmports.nce of the 
.A.rm:y1 1 Role in Connection with 
Deterring A.nd "11nning Limited 
___ W~£ .. 1 -·-----
2- .The lature aD4 Importance ot the 
.A.rmy 1 1 ROle ln Connection with 
Deturing IUld Winning Unlimited 
Wars 
3- .A.r117 Leaderahlp in Rea-.rch aDd 
DeTelopment 
4- The Progreuhe Wature of Um7 'lhinklng 
and Planning in Connection with 
hture ProbltnDa of ll'atlonal Defen•e 
5- Current and Hiatorical .Army Leader-
ahip in SerT1ce to the Jation 
D 
1- Public Recognition ot the 
Scope and Importance of 
the Ani Mii!_~D:-----
3- Public Confidence in the .lriD)" 11 
AbiU ty to execute 1 tt 
>-.. -~~~~·!.don now e..nd in the future 
CIPT!Ml)o! lti.TIOIW. DIJ'IR'SJ: 
THRU 
PUBLIC SUPPORT OP TI!Ji JJ!MT' S 
IICI.ll IW J. SOU!ID lti.TIO!W. 
~~~I!M! _____ _ 
*AR 360-5 
ARMY REGULATIONS t 
No. 360-5 f 
DEPART ME NT OF THE ARMY 
WASHINGTON 25, D. C., 21 June 1956 
PUBLIC INFORMATION 
GENERAL POLICIES 
Paragraph Page 
SECTION I. GENERAL 
Purpose and scope __________________________ _ 
Definitions---------------------.,-------------
II. AUTHORITY AND RESPONSIBILITIES 
General ____________________________________ _ 
Chief of Public Information, Office of the 
Secretary of the Army. 
Chief of Information and Education ___________ _ 
Department of the Army staff agencies ________ _ 
Major continental commands _________________ _ 
Oversea commands __________________________ _ 
III. POLIC)? AND PROCEDURES REGARDING 
REVIEW AND CLEARANCE OF 
INFORMATION 
Department of Defense policy on review and 
clearance. 
Procedures _________________________________ _ 
IV. PUBLIC INFORMATION OPERATIONS 
IN THE FIELD 
Objective ____ ______________________________ _ 
Public information officer---------------------
Contact with representatives of national 
public information media. 
Visits requested by media representatives ______ _ 
Travel of new media representatives to and 
from oversea areas at Government expense. 
V. RELEASE OF INFORMATION 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
2 
3 
3 
4 
6 
6 
7 
9 
9 
9 
12 
13 
15 
15 
16 
General-------- ----------------------------- 16 17 
Submission of material for review------------- 17 18 
Authorization to witness tests or photograph 18 19 
classified material. ' ~ 
•These re~rulatlons vpersede AR 360-5, 28 October 1950, inc InJr C 1, 12 February 1951; ~ 
C 2, 23 May 1955; C 3, 9 September 1955; and C 4, 6 May 1956, AR 360-30, 23 February 1951 ;.,....-
AR 360-62, 10 October 1952; SR 360-5-1, 27 October 1950, Including C 1, 18 December 1950; 
SR 360-5-21, 12 January 1953; SR 600-700-10, 23 May 1950; DA memorandum (unnumbered), 
15 April 1955, subject: Clearance of Information for Release to Press and Public; DA message 
921941, 23 October 1952; DA messa&'e 472167, 4 December 1953; DA messa&'e 303618, 13 April 
1955; and DA letter (AGA<>-C (M) 380.01 (19 Dec 52) G2), 29 December 1952, subject: Publica-
tion and Distribution of Material on Sensitive Activities. 
AGO 7661B-Jun 
AR 360-5 2 
Paragraph Page 
Publication of military information in military 19 19 
controlled publications. 
Army theme in commercial advertising -- ------- 20 19 
Army cooperation in commercial motion picture, 21 20 
radio, and television productions. 
Visits of media representatives to military 22 21 
installations and facilities of Department 
of Defense contractors. 
Release of information on nonbattle losses 23 21 
(accidents) occurring within the contin-
ental United States. 
Release of information on casualties and 24 23 
nonbattle losses in oversea areas (AR 
600-400). 
Release of aerial photographs _________________ . 25 24 
Release of information concerning activation, 26 25 
reactivation, or inactivation of military 
installations. 
Release of information concerning activation, 27 25 
training, and movement of units. 
Use by Department of the Army of personal 28 25 
letters or communications. 
Release of information regarding travel of 29 25 
very important persons (YIP's). 
Release of information from civilian or 30 26 
military personnel records pertaining to 
disciplinary actions. 
Photography at courts-martiaL ____ ----------- 31 26 
Release of information on guided missiles, 32 27 
military aircraft, associated powerplants, 
components, and/ or accessories. 
Release of information on atomic energy, 33 28 
nuclear weapons, guided missiles, and 
new weapons. 
APPENDIX I. RELEASE SCHEDULE FOR MILITARY 30 
AIRCRAFT 
II. RELEASE SCHEDULE FOR MILITARY 31 
ENGINES 
III. RELEASE SCHEDULE FOR GUIDED 32 
MISSILES 
SECTION I 
GENERAL 
1. Purpose and scope. These regulations outline public informa-
tion concepts and responsibilities and are published for informa-
tion and guidance. 
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2. Definitions. a. The term "public information" pertains to in-
formation concerning the Army which is released to the public. 
Such information is disseminated to provide the people of the 
United States with a factual report of Army activities, missions, 
and objectives, so as to create public understanding of the Army. 
b. A public information release is defined as any material, 
spoken, pictorial, or written, released to the general public to ·ac-
complish public information objectives of the Department of the 
Army. 
SECTION II 
AUTHORITY AND RESPONSIBILITIES 
3. General. a. The American public has the right of access to all. 
unclassified information concerning the objectives and activities of 
the Army, the Telease of which is not prohibited by a.Imropriate . 
service regulations The provision of such information is in- the 
national interest and is an important function of command. The 
policy of the Department of the Army is that the discharge of this 
responsibility will be accomplished in a positive and anticipatory 
manner. 
b. Coordination and clearance of public information activities 
and material with appropriate agencies within the Army Estab-
lishment is the responsibility of all persons, commands, and 
'agencies engaged in public information activities or proposing the 
public release of material subject to review. Where the material 
to be released consists of information from Department of the 
Army records, coordination will be effected with those agencies 
charged by AR 345-20 with responsibility for taking final action 
on behalf of the Secretary of the Army upon requests for informa-
tion from, access to, or copies of such records. Material falling 
within the following broad categories is subject to additional 
clearance or coordination with the Department of Defense by the 
Chief of Information and Education, Department of the Army: 
(1) Information concerning interservice activities and mis-
sions. 
(2) Information concerning the foreign or military policy of 
the United States Government. 
(3) Information concerning atomic energy; chemical, bio-
logical, or radiological warfare; guided missiles; or new 
developments in general. 
(4) Discussions of the military policy of another service, or 
information pertaining to any activity under joint re.: 
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sponsibility, or under the separate responsibility of an-
other service. 
(5) Information having overriding national defense policy 
implications. 
c. Material proposed for public release (par. 16) submitted to 
an Army agency or command having review authority (pars. 5, 7, 
8, 9, 10, and 12c) will be revised for-
(1) Security. For the purpose of safeguarding classified in-
formation. 
(2) Conformance to policy on release of information. Policy 
directives issued from time to time by the Department of 
the Army or higher authority direct that information 
concerning certain subjects (b above contains examples) 
will be released only by or with the approval of the issu-
ing authority. 
(3) Constructive contribution. Department of Defense policy 
requires that information originated by members of the 
Army Establishment constitute a constructive contribu-
tion to the primary mission of the Department of Defense 
of insuring national security. In no event will a member 
...Q£ the Army Establishment release statements to the pub-
lic which would discredit or disparage a sister Service-:-
(4) Accuarcy and propriety. Department of Defense policy 
(.(3) above) and Department of the Army policy require 
that material released by members of the Army and its 
civilian employees meet standards of accuracy and 
propriety. 
(5) Rempval of deleted matter. Any matter deleted from 
material proposed for publication under (1), (2), (3), 
or ( 4) above will be removed before the material pro-
posed for publication is made available to any public in-
formation media or the public. 
d. The Chief of Information and Education, Department of the 
Army, in order to expedite the handling of public information 
material, is authorized to exchange communications direct with the 
heads of Department of the Army agencies, the commanding gen-
erals of major commands, and commanders of installations. 
e. Any public information or review matter raising a question 
not adequately covered by announced policy will be referred for 
determination to the Department of the Army, ATTN: Chief of 
Information and Education. 
4. Chief of Public Information, Office of the Secretary of the 
Army. a. General. The Chief of Public Information, Office of the 
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Secretary of the Army, is directly responsible to the Secretary of 
the Army and is responsive to the requirements of the Chief of 
Staff in public information matters. Significant responsibilities 
include-
(1) Advising the Secretary of the Army, the Chief of Staff, 
and agencies of the Department of Defense on public 
information matters relating to public understanding 
and support of the Army. 
(2) In accordance with policies established by the Secretary 
of Defense, coordination and supervision, through the 
Office of the Chief of Staff, of the worldwide implementa-
tion of public information policies and programs of the 
Department of the Army. 
(3) Administering the Department of the Army's public in-
formation security review program. 
b. Implementation of Executive Order 10501, 5 November 1953. 
(1) Responsibility. Section 18, Executive Order 10501 (DA 
Bul. 18, 1953) states that the head of each department 
and agency will designate a member or members of his 
staff who will conduct a continuing review of the im-
plementation of this order within the department or 
agency concerned to insure that no information is with-
held which the people of the United States have a right 
to know. The Chief of Public Information, Office of the 
Secretary of the Army, is responsible for the conduct of 
this review within the Department of the Army. 
(2) Purpose. Executive Order 10501 recognizes that it is 
essential that the people of the United States be informed 
concerning the activities of the Government, including 
the Department of Defense and the military departments. 
This objective does not conflict with the safeguarding of 
security information in the interests of national defense. 
(3) Delegation of authority. The Chief of Public Informa-
tion, Office of the Secretary of the Army, may delegate 
specific functions to such members of his staff as he may 
designate. 
( 4) Implementation. Implementation of this responsibility 
under Executive Order 10501 will be in conformance with 
AR 380-5. 
(5) Initiation of requests. Requests for review actions re-
garding specific problems under this responsibility will 
be made to the Chief of Public Information, Office of the 
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Secretary of the Army, by the heads of Department of 
the Army Staff agencies; Commanding General, Con-
tinental Army Command; Commanding Generals, ZI 
armies; Commanding General, Military District of Wash-
ington ; Commanding General, Army Antiaircraft Com-
mand; and major oversea commanders. Requests for re-
view action received from the Department of Defense or 
from other Federal departments and agencies will be sub-
mitted to the Chief of Public Information, Office of the 
Secretary of the Army. (Section 16, EO 10501, provides 
that suggestions or complaints from nongovernmental 
sources relating to operation of the Executive Order will 
be received, considered, and acted upon by a designated 
member of the President's staff.) 
5. Chief of Information and Education. The Chief of Informa-
tion and Education is directly responsible to the Chief of Staff 
in public information matters. His more significant responsibili-
ties include-
a. Participation with Department of the Army planning agen-
cies in the formulation of major plans and policies to insure due 
consideration of information implications. 
b. Planning and direction of the worldwide public information 
policies and programs of the Department of the Army. 
c. Review of material proposed for release to the public by 
members of the Army Establishment, coordination of such material 
with departmental and field interests, and obtaining necessary 
clearances from Departmept of Defense for all individuals, agen-
cies, and commands of the Army Establishment. 
6. Department of the Army staff agencies. a. The heads of all 
Department of the Army Staff agencies are responsible for estab-
lishing policies governing public release of information pertaining 
to their missions and functions. They will prepare informational 
material concerning these missions and functions for dissemina-
tion to the public. All such material will be directed through the 
Chief of Information and Education, Department of the Army, 
except when requests by public information media representatives 
are addressed directly to the head of the staff agency concerned in 
connection with a news topic of immediate press interest. If in-
quiries concern the United States Army as a whole, or invlove 
other services, or raise questions of security, broad policy, or 
propriety, clearance for release will be obtained through the Office 
of the Chief of Information and Education, Department of the 
Army. 
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b. Information pertaining to any phase of Department of Army 
activity prepared for public dissemination will not be released 
until coordinated with the agency having primary interest in the 
subject, or subjects, contained therein. This agency will assume 
full responsibility that-
(1) All necessary security coordination with other interested 
agencies is effected. 
(2) Any questions pertaining to security policies have been 
referred to the Assistant Chief of Staff, Intelligence. 
(3) The information is, in fact, unclassified, and releasible 
for public dissemination. 
c. The heads of those Department of the Army staff agencies 
exercising command of class II and III installations or class II 
activities will-
(1) Require that public information programs and proposed 
releases originating in such installations or activities 
which concern the national mission of the staff agency 
involved be submitted to the departmental head of that 
agency for review prior to submission to the Chief of 
Information and Education. 
(2) Coordinate such programs and proposed releases with the 
Chief of Information and Education who will accomplish 
any required additional review and coordination with the 
Department of Defense. 
(3) Insure coordination of the public information function 
of such installations and activities with the ZI army com-
mander or the Commanding General, Military District of 
Washington, as appropriate, in cases where material 
proposed for release pertaining to the mission or opera-
tional function of the releasing installation or activity is 
of more than local interest or otherwise warrants the at-
tention of the Army commander. 
7. Major continental commands. a. The Commanding General, 
Continental Army Command, is responsible for-
(1) The conduct of public information activities regarding 
his duties and missions. 
(2) Public information planning in connection with maneu-
vers and joint exercises under his jurisdiction. 
(3) The coordination of public information activities and 
proposed releases with the Chief of Information and 
Education, Department of the Army, when the scope 
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of interest or subject matter involved warrants such co-
ordination or requires reference to the Department of 
Defense. 
(4) The review, as provided in these regulations, of material 
proposed for release on a national scale pertaining to his 
duties and missions, unless the material in question con-
cerns subjeds reserved to the releasing authority of the 
Department of the Army or the Department of Defense. 
(5) The furnishing of advice and guidance to major com-
manders on matters of public information pertaining to 
the functions and responsibilities of the Commanding 
General, Continental Army Command. 
(6) The coordination and supervision of public information 
instructions at those Army schools under his jurisdiction. 
b. ZI army commanders and the Commanding General, Military 
District of Washington are responsible for the execution of a 
sound public information program concerning their respective 
commands. Each of these commanders is, in addition, responsible 
for-
(1) The coordination of public information matters through-
out their respective commands to include the coordination 
·of public information matters at class II and III installa-
tions and class II activities in all cases where there is a 
possibiilty that the information impact of an action will 
. be felt in the Army area concerned. 
(2) The conduct of mutually beneficial relations between 
subordinate elements of his command and neighboring 
civilian communities. 
(3) The review, as provided in these regulations, of material 
proposed for public release by an individual or element of 
his command, provided that an information policy for the 
type of material in question has been established by the 
Department of the Army. 
c. Commanders of class II and III installations and commanders 
of class II activities are responsible for-
(1) The conduct of public information activities regarding 
their duties and missions. 
(2) The coordination of public information matters with the 
ZI army commanders or the Commanding General, Mili-
tary District of Washington, as appropriate, in all cases 
where there is a possibility that the public information 
impact of an action will be felt in the Army area con-
cerned. · 
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d. The public information responsibilities of the Commanding 
General, Army Antiaircraft Command, are the same as those as-
signed to the heads of the Department of the Army staff agencies 
(par. 6). For public information purposes, field units of the Army 
Antiaircraft Command are considered in the same category as 
class II or III installations. 
8. Oversea commands. Oversea commanders are responsible for 
the conduct of public information activities within their commands. 
They will be guided by the announced policies of the Department 
of the Army. 
SECTION III 
POLICY AND PROCEDURES REGARDING REVIEW AND 
CLEARANCE OF INFORMATION 
9. Department of Defense policy on review and clearance. De-
partment of Defense policy is that defense information released to 
the public by military or civilian personnel of the Department of 
Defense, to include the military departments, will be submitted to 
the Department of Defense for review and clearance. Defense in-
formation comprises information generated by the agencies of the 
Department of Defense regarding the Department of Defense, the 
Army, the Navy, the Air Force, and the Marine Corps, including 
material concerning military subjects, the national defense of the 
United States, or the foreign or military policy of the United 
States. This policy applies to all forms of defense information, 
whether of fact or of opinion and whether visual or auditory, for 
dissemination to the public. It is recognized that submission by 
local commands to the Department of Defense for clearance of all 
information proposed for release is impracticable. Therefore, 
local commands are authorized to clear and release material of a 
local or regional nature which is in consonance with Army and 
Defense Department directives and which does not have over-
riding national defense policy implications. The basic purpose 
of Department of Defense policy regarding the review and clear-
ance of defense information is to assure the flow of legitimate in-
formation to the American people and to cooperate with public 
information media representatives. The Army's public informa-
tion objectives (par. 11) support those of the Department of De-
fense. 
10. Procedures. a. Manuscripts. 
(1) General. Members of the Army on active duty and civil-
ian employees of the Army Establishment will not make 
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any commitment to furnish manuscripts containing de-
fense information to publications other than service jour-
nals and official Army publications unless prior approval 
therefor is obtained from the Secretary of the Army. 
Requests from service journals for articles may be ac-
cepted without such prior approval and such material 
may be prepared as an official duty utilizing military 
facilities and clerical help. For the purposes of this 
regulation the term "service journal" includes Army 
newspapers and magazines which represent a particular 
branch, or a group of branches of the Army. This does 
not include service related civilian publications (e.g. 
Army Times, Army-Navy-Air Force Journal, Army-
Navy-Air Force Register). Except as indicated in (2) 
below, all manuscripts including those prepared for 
service journals will be submitted for clearance to the 
Chief of Information and Education, Department of the 
Army, at least 15 days in advance of proposed release. 
(2) In the field. Manuscripts dealing with subjects of a local 
or regional nature and not having overriding national 
defense policy implications may be cleared by local com-
manders, (par. 12c). 
b. Releases to public information media, media inquiries, inter-
views, Cf'nd press conferences. 
( 1) Release to media. 
(a') At Department of the Army. The Chief of Information 
and Education has responsibility for the preparation, 
, required coordination with Department of the Army 
agencies and with the Department of Defense, and is-
suance, through the Department of Defense, of all re-
leases at Department of the Army to public informa-
tion media. Department of the Army agencies will 
furnish to the Chief of Information and Education 
(Public Information Division) basic information, in 
summary form wherever practicable, for the prepara-
tion of releases. The Chief of Information and Educa-
tion, rather than the agency furnishing the informa-
tion, is responsible for the release of information so 
furnished to his representatives and for writing the 
release in proper form for issuance to media. 
(b) In the field. Local commands are authorized to release 
to media information concerning matters which do not 
have military security or overriding national defense 
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policy implications and are in consonance with Army 
and Defense Department directives regarding the re-
lease of information. Examples of such material are 
items of local or regional nature involving command 
personnel (including human interest or feature-type 
stories) and training and field exercises which do not 
include tests of equipment, organization, or tactics. 
Care will be taken not to release information of an 
alarmist nature, nor that which is detrimental to uni-
fied, balanced, defense interests. Nothing in the fore-
going should discourage local commands from submit-
ting to higher headquarters, for release through proper 
channels, items considered to be of national interest 
and outside the sphere of local command information 
operations. Neither should the foregoing interfere with 
dissemination on a local level of nationally released in-
formation emanating from Office, Chief of Information 
and Education, which can be given local application. 
For guidance regarding the release in cases of emer-
gency or genuine urgency of information normally 
reserved to the releasing authority of high headquart-
ers see paragraph 12d. 
(2) Inquires from media. 
(a) At Department of the Ar·my. 
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1. The Chief of Information and Education, Department 
of the Army, has overall responsibility for the furnish-
ing of information in response to inquiries of media 
representatives. Upon request, Department of the 
Army agencies will furnish to the Chief of Informa-
tion and Education (Public Information Division), 
information required for the answer of media in-
quiries. In furnishing such information, representa-
tives of the Chief of Information and Education 
should be advised of any classification or other per-
tinent considerations regarding the information. 
2. Department of the Army agencies having a technical 
liaison officer are authorized to furnish information of 
a routine nature to media representatives in response 
to requests. In case of doubt regarding the furnishing 
of information in response to an inquiry by a media 
representative, guidance will be secured from the 
Office of the Chief of Information and Education. All 
other Department of the Army agencies will refer 
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media inquiries to the Office of the Chief of Informa-
tion and Education (Public Information Division) 
except as indicated in paragraph 6a. 
(b) In the field. The authority of local commanders is as 
specified in ( 1) (b) above. 
(3) Interviews and press conferences. 
(a) At Department of the Army. Normally, interviews 
and press conferences will be arranged by the Chief 
of Information and Education and, where appropriate, 
monitored by representatives of his office or by the 
technical liaison officer concerned. Interviews are con-
sidered the most efficient means of informing the 
representatives of the press on major pertinent Army 
matters of interest to the public. 
(b) In the field. (See (1) (b) above). 
(4) Speeches (for use before external groups). 
(a) At Department of the Army. All material utilized in 
speeches prepared by personnel at Department of the 
Army will be submitted, in five copies, at least 8 work-
ing days in advance of proposed delivery, to the Chief 
of Public Information, Department of the Army, who 
· will effect required clearance and coordination with 
Department of Defense. 
(b) In the field. (See (1) (b) above). 
c. Reference to Chief of Information and Education, Depart-
ment of the Army. In case of doubt regarding the proposed release 
of information or the application of Department of Defense or 
Department of the Army policies regarding the release of informa-
tion, appropriate inquiries should be made of the public 
information officer of the command concerned or of the Chief of 
Information and Education, Department of the Army, as 
appropriate. 
SECTION IV 
PUBLIC INFORMATION OPERATIONS IN THE FIELD 
11. Objective. a. The United States Army has an obligation to 
report on its activities to the American people. In order that they 
may be continuously informed of the activities and accomplish-
ments of the Army, it is essential that, consistent with military 
security, the American people be given factual information relat-
ing to the-
(1) Missions and objectives of the Army and their support 
of national aims. 
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(2) Progress and accomplishments of the Army in the 
United States and oversea areas. 
(3) Utilization of funds appropriated by Congress. 
( 4) Continuous effort of the Army to provide weapons, 
weapons systems, training, equipment, methods, and 
techniques having a margin of superiority which will 
assure success in battle. 
(5) Necessity for maintaining an Army of sufficient strength 
to meet the requirements of national security, including 
oversea commitments. 
(6) Relationship of the Army to the American people. 
(7) Present and future requirements of the Army in men, 
money, and materials. 
(8) Role of the Army in relation to the other services in 
protecting the nation. 
(9) Identification of leaders and accomplishments of indi-
viduals and units. 
(10) Activities in the public interest, to include resulting 
public benefits. 
(11) Opportunities for advancement, individual development, 
and financial security afforded by the Army. 
(12) The role of the reserve components in national defense 
and their need for continuous public support, particularly 
at the community level. 
b. In accomplishing these objectives, sound principles of com-
munity relations, press relations, and public relations will be 
observed. Commanders will take cognizance of the fact that 
publicity is only one element of any public relations program and 
will insure that members of their commands fully realize that 
each member of the Army shares in responsibility for individual 
maintenance of public confidence and support. Emphasis wiii be 
placed on the fact that such things as good human relations, good 
performance, and an individual code of honorable conduct form 
the foundation of favorable public opinion. 
12. Public information officer. a. In the final analysis, the com-
mander is the primary public information officer of any activity 
or command of the Army. It is he who must make the basic de-
cisions relating to the public information activities of his command 
and cause the timely preparation of public information programs 
which will seek to anticipate any section or situation affecting 
the good name of the Army. Accordingly, the public information 
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officer must be informed of existing and projected plans and 
policies of the command if he is properly to assist the commander 
in formulating an adequate public information program and in 
representing him to the public. Correspondingly, the public in-
formation officer has a responsibility to keep the commander 
.informed of developments or impending developments in the news 
field which are of significance to the command. 
b. Military or civilian public information officers will be ap-
pointed on the staff of each installation and on the staffs of all 
commanders down to and including the regiment or unit of 
equivalent size. Those specifically provided for by TOE or 
TD will have the status of special staff officers when such is 
indicated as their primary duty. Others will perform their public 
information duties in addition to other duties. In order to perform 
their duties and to represent the commander properly, public 
information officers should be in frequent contact with the com-
mander and must have direet access to him at all times. Particular 
cortsideration will be given to assigning graduates of the Army 
civil schooling program in public information and of the Army 
Information School to the activities for which they have received 
special training. 
c. Public information officers normally perform the function 
of review. This function is accomplished in accordance with AR 
and SR of the 360-series AR 345-20 and AR and SR of the 380-
series; AR 580-80, and policy pronouncements of the Department 
of the Army or of higher authority duly promulgated by the De-
partment of the Army, concerning the release of information on 
specific subjects. Material submitted for review and proposed 
for release by an individual through sale or contribution to media 
with circulation or coverage confined to the vicinity of an Army 
installation may be reviewed and cleared by the installation public 
information officer concerned, provided that public interest in 
the material is also confined primarily to such vicinity. Similarly, 
the · public information officer of a ZI army is competent to clear 
material of interest and coverage that is primarily regional to the 
Army area to which he is assigned. Materiel concerning subject 
matter of national or potential national interest, or proposed 
for release on a national scale, will be referred to the Chief of 
Information and Education, Department of the Army, for review 
and, when appropriate, coordination with other Department of the 
Army staff agencies and the Department of Defense. However, in 
all cases, material having overriding national defense policy impli-
cations will be submitted to the Chief of Information and Educa-
tion for required clearance with the Department of Defense. 
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d. The authority to release information to public information 
media is subject to the same general guidance and limitations as 
those pertaining to the review of material in c above, and to 
instructors contained elsewhere in these regulations. It is recog-
nized, however, that conditions of emergency or circumstances of 
genuine urgency may, on occasion, require the local release of 
information normally reserved to the releasing authority of a 
higher headquarters. When, in the opinion of a commander at any 
echelon, sound judgment dictates the making of such release, the 
provisions herein pertaining to his authority to do so will not 
be interpreted to constitute a prohibition. In such instances, the 
public information officer of the next higher headquarters will 
be notified without delay that such release has been made. 
13. Contact with representatives of national public information 
media. Army installations or commands may not contact national 
news media (such as magazines, feature syndicates, news reels, 
radio or television chains) for the purpose of initating or partic-
ipating in public information projects of national scope unless 
specific authority to do so has been obtained from the Department 
of the Army. 
14. Visits requested by media representatives. a. Cooperation 
with news media representatives requesting permission to visit 
an installation under Army jurisdiction for the purpose of obtain-
ing information for public release may be given by and at the 
discretion of the installation commander. Such action may be 
taken without reference to the Chief of Information and Educa-
tion, Department of the Army, provided that--
(1) Requests for such permission originate with a responsible 
editor or executive of the news media concerned. 
(2) Requests initiated by a reporter or other representative 
of comparable status are investigated to the extent 
necessary to insure that the applicant is a representative 
of a recognized news agency, or is a bona fide free hince 
journalist. 
(3) No information or material that is classified within the 
meaning of AR-380-5, or that is privileged within the 
meaning of AR 345-20, AR 345-60, or AR 380-1 is dis-
cussed with, shown to, or made available to any news 
media representative except as authorized by the provi-
sions of b below. Requests for material which raise doubt 
as to the applicability of policy should be referred to the 
Chief of Information and Education, Department of the 
Army. Media representatives may, when appropriate, 
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be asked to submit their material for security clearance 
prior to publication. 
b. In areas where field press censorship is in effect, off-the-
record information is a command decision and is limited to those 
unusual situations in which the net benefit from such release 
outweighs the security loss involved (see FM 45-25). A com-
mander furnishing such information will confine his comments to 
the operations of his own command. 
c. The conditions of a(1) and (2) above are not intended to 
restrict the normal functions of the public information officer. 
Subject to the restrictions relative to public information pro-
jects of national scope (par. 13), public information officers are 
encouraged to invite news media representatives to attend news-
worthy events scheduled at Army installations or commands. 
15. Travel of news media representatives to and from oversea 
~reas at Government expense. a. The general policies of the De-
partment of the Army concerning nonreimbursable transporta-
tion of correspondents between the continental United States and 
oversea areas, including Alaska, via military aircraft or military 
surface craft are-
(1) News media representatives will not be furnished mili-
tary transportation between the United States and over-
sea areas. 
(2)' The Army will not be placed in a position of competing 
with United States commercial transportation. 
(3) Air transportation will not be provided for news media 
representatives on any given route if civil air carriers 
adequate to handle such traffic are in operation on that 
route. 
b. It is recognized that in unusual circumstances exception may 
be made to the general policies stated above where the travel is 
primarily of official concern to the Department of the Army, for 
compelling reasons such as-
(1) The Department of Army desires to invite a group of 
correspondents on a trip to report on a matter of special 
interest to the Army. 
(2) The military travel itself is a vital part of the story or 
stories to be covered as in air evacuation, maneuvers, 
or the movement of troops. In such cases the transporta-
tion furnished will be limited to the extent and duration 
of the assignment requiring military travel. All requests 
for such transportation will be carefully evaluated as to 
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the importance of the coverage and the audience to be 
reached by the media. 
(3) The story or stories to be covered are of an emergency 
nature and the coverage will be impaired or delayed, to 
the serious detriment of the national defense establish-
ment, if military transportation is not provided. 
( 4) The proposed coverage is of unusual importance to the 
Department of the Army and will bring extraordinary 
benefits to the Army. The determination will be made, 
in cases where the coverage is of primary concern to 
the Army, by the Chief of Information and Education, 
Department of the Army, with the concurrence of the 
Deputy, F ablic Affairs, Office of the Assistant Secretary 
of Defense (L&P A). 
(5) The proposed coverage is in an area not served by com-
mercial transportation from and to the United States. 
c. Except in emergency cases where time or policy does not 
permit accreditation, no correspondent will be given military 
transportation until he is accredited to the Department of Defense. 
No Army agency will commit Government transportation (as 
described in a above) to any requesting news agency or corre-
spondent until the request has been approved by the Chief of In-
formation and Education, Department of the Army. 
d. Orders covering transportation approved as indicated above 
will be issued by the oversea commander or ZI army commander 
having primary interest. Two copies of any such orders will be 
furnished the Chief of Information and Education, Department of 
the Army. 
e. Correspondents furnished military transportation will be 
informed that they will be expected to pay for meals, hotel accom-
modations, or any other personal expenses incidental to the travel. 
SECTION V 
RELEASE OF INFORMATION 
16. General a. Within the bounds of security and Department of 
the Army policy, the writing of articles, books, and related 
material intended for publication, and the engaging in public and 
private discussions on appropriate occasions by military personnel 
and civilian employees, on topics of military and professional 
interest, or general interest concerning the Army, or in support 
of the military policy of the United States, or in the interests of 
national defense, are authorized and desirable. However, any 
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commitment to furnish manusfripts to publications other than 
service journals must have advance approval of the Secretary of 
the Army (par. 10a(1) ). For general guidance on review and 
clearance, see paragraphs 9 and 10. 
b. Persons subject to these regulations may engage in, and 
accept payment for, private literary efforts of their own, to include 
both writings and speeches, provided such activity is not a part 
of and does not interfere with their official duties or respon-
sibilities. However, material for service journals may be prepared 
as an office duty utilizing military facilities and clerical help. In 
gathering material for private literary efforts, such persons 
will not employ their official status as a means of gaining access 
to material that is not available to news media representatives or 
commercial free lance journalists. 
c. Members of the United States Army on active duty and 
civilian employees of the Army Establishment will not speak or 
write on a regularly schedued basis for commercial publications 
or interests without prior written approval of the Chief of Infor-
mation and Education, Department of the Army. See AR 600-
10. 
d. Members of the United States Army on active duty and 
civilian employees of the Army Establishment will not receive 
pay (including honorariums) for speeches or other informational 
material which their duties require them to provide. 
e. In interviews with news media representatives, no classified 
information will be disclosed except as authorized by the provi-
sions of paragraph 14b. Policies proposed for adoption by the 
Departme~t of the Army will not be discussed unless they have 
been approved by the Chief of Staff for discussion or release. 
Except where paragraph 14b applies, individuals will confine 
themselves to "on-the-record" statements. 
17. Submission of material for review. a. Every member of the 
Army Establishment is personally responsible that information 
he releases or makes available for release to the public is con-
sistent with the national security and the policies and objectives 
of the Department of Defense. 
b. Members of the United States Army on active duty and 
civilian employees of the Army Establishment who propose the 
public release of information will, before releasing or making such 
material (to include fictional material) available for release, sub-
mit it for appropriate military reviews and obtain clearance 
thereof in accordance with paragraph 3c when-
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(1) The material concerns military subjects or pertains to 
the national defense of the United States. 
(2) The material contains information concerning or bearing 
on the foreign or military policies of the United States. 
c. Nothing obtained in this paragraph will be interpreted a:s 
abrogating or modifying any official instructions or regulations 
issued for the purpose of safeguarding classified information. 
18. Authorization to witness tests or photograph classified mate-
rial. a. Unless otherwise authorized by the Department of the 
Army, invitations to witness tests of new or modified arms or 
equipment of a classified nature, will be limited to those persons 
(in the military service and civilian technicians) intimately con-
cerned with the research and development, production, adoption, 
or use of the article in question. 
b. Photographs or other information concerning new or newly 
modified arms or equipment will not be released without specific 
authorization by the Department of the Army. 
19. Publication of military information in military controlled 
publications. The heads of Department of the Army staff agencies, 
and the commanding generals of major ZI and oversea Army 
commands are responsible that publications of any kind which are 
prepared by agencies under their direct control for public sale or 
public distribution conform to Department of the Army policies. 
Publications such as Army newspapers (see AR 355-5 and AR 
355-20), which are under the supervision of troop information and 
education officers, will be subject to the approval of the com-
manders under whose jurisdiction they are prepared. These 
commanders are responsible that the publications conform to the 
rules and policies prescribed by the Department of the Army for 
the release of military information. 
20. Army theme in commercial advertising. a. The Army theme 
may be used in commercial advertisements provided the advertise-
ment does not disclose classified military information, bring dis-
credit on the military service, or express or imply Army approval 
of or preference for the products advertised over like products of 
another l!ompany. Army personnel on active duty may not indorse 
such products in such a way to involve the Army uniform, or their 
title or grade, or express or imply other official Army connotation. 
b. In cooperating with an advertiser, the Department of the 
Army does not assume responsibility for the accuracy of the 
advertiser's claims or for his compliance with laws protecting the 
rights of privacy of military personnel whose photographs, names, 
or statements appear in the advertisement. 
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21. Army cooperation in commercial motion picture, radio, and 
television productions. a. Motion pictures. 
(1) Commercial motion picture film scripts are certified for 
Army cooperation after approval by the Department of 
the Army and the Department of Defense. When a film 
script has been approved, agencies of the Department of 
the Army will cooperate with the company concerned. 
Cooperation will be at no cost to the Government; ar-
rangements will be made for the reimbursement of any 
cost incurred. This cooperation may include furnishing 
technical advisors, access to locations, equipment, wea-
pons, and troops. If the interest of economy, the use of 
military personnel and facilities will be included as a 
part of, or in conjunction with, normal training activities 
to the maximum practicable degree. As a pre-requisite 
to this cooperation, the Department of the Army is able 
to require that the film script and production reflect the 
Army's traditions, ideals, and devotion to the public 
service. 
(2) 
(3) 
Army cooperation in motion pictures produced by a 
foreign firm in an oversea command normally will be 
authorized in the manner outlined in (1) above. Over-
sea· Army commanders may, however, authorize Army 
cooperation in such motion pictures when production 
schedules make proper and accurate portrayal of the 
Army dependent upon immediate cooperation. 
Commanders learning of motion picture projects con-
cerning Army subjeots that are being produced without 
the knowledge of the Department of the Army will report 
such information to the Department of the Army, ATTN; 
Chief of Information and Education. 
b. Radio and television. 
(1) Radio and television scripts and productions are certified 
for Army cooperation in the same manner as are motion 
pictures when proposed for, or subject to, release on a 
national scale, or when the subject matter thereof con-
cerns information reserved to the review authority of 
the Department of the Army or the Department of 
Defense. 
(2) A major commander may authorize Army cooperation 
in a radio or television production which is regional to his 
command in public interest and coverage. An installation 
commander has similar authority in the case of produc-
tions that are limited in public interest to his own local 
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area. Scripts for such productions may be reviewed and 
cleared for release by public information officers in 
accordance with the authority contained in paragraph 
12c and d. 
c. Legitimate stage productions. 
(1) Limited Army cooperation may be extended to legitimate 
stage productions, not classed as "little theater," in the 
same manner as indicated in certifying cooperation for 
motion pictures and television. 
(2) Since legitimate stage productions for "little theater" 
normally are restricted to local audiences, commanders 
of installations in the vicinity of such activities may 
authorize cooperation in such productions in accordance 
with authority contained in paragraphs 21a and b. 
Such cooperation normally will consist of technical advice 
and informational assistance. However, if necessary 
to assure accuracy of presentation, commanders may 
provide necessary items of equipment, etc. 
22. Visits of media representatives to military installations and 
facilities of Department of Defense contractors. Subject to the 
provisions of AR 380-20 (governing visitors), AR' 380-130 (in-
dustrial security regulations), AR 380-131 (governing visits to 
Department of Defense contractors), and Industrial Security 
Manual for Safeguarding Classified Information, visits of media 
representatives, including those representing national media and 
representatives of advertisers, to military installations and the 
facilities of contractors engaged in work for the Army, may be 
authorized by the commanding officers and the Department of 
Defense contractors concerned. 
23. Release of information on nonbattle losses (accidents) oc-
curring within the continental United States. The Department 
of the Army policy is to reduce the minimum overall delay between 
the time of an accident and the release of information to the press. 
a. In cases of accidents within the confines of installations of 
the Armed Forces, public release of names and addresses of killed 
or injured military personnel may be withheld until such times as 
the next kin can reasonably be expected to have received the 
official notification of the accident. In order to allay the anxiety 
of relatives of other personnel of the installation, however, every 
effort will be made to release such names and addresses at the 
same time that the news of the accident itself is released, or as 
soon thereafter as possible. In cases where the identification of 
victims of an accident involving more than one person introduces 
a delay in notifying some of the nearest of kin concerned, the 
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names and addresses of individuals killed or injured will be re-
leased separately as notification is accomplished. 
b. In case of accidents outside the confines of installations of 
the Armed Forces-
(1) If military personnel figure in accidents involving civil-
ian or military automobiles, trains, commercial or private 
aircraft, or in any other types of accidents with the 
exception of (3) below, the names and addresses of the 
military personnel should be released immediately upon 
positive identification. 
(2) If the accidents involve military aircraft which crash in 
or upon the borders of cities or towns, or which cause 
civilian deaths or injuries or appreciable damage to 
property, the names and addresses of the military per-
sonnel should be released immediately upon positive 
identification. 
(3) If the accidents involve military aircraft which crash 
in localities remote from populated areas involve no civil-
ian deaths or injuries and cause no appreciable property 
damage, names and addresses of military personnel may 
be withheld until such time as the next of kin can reason-
ably be expected to have received notification of the ac-
cident. 
( 4) For the purpose of these regulations, an aircraft char-
tered by the Department of the Army for the exclusive 
use 9f the military, or by individual members of the 
Army for their exclusive use, will be considered to be 
military aircraft a d the releasing of information 
relative to casualties will be governed accordingly. 
c. When circumstances permit, one-story coverage of accidents 
is desirable. Normally, information released will be substantially 
as follows: 
(1) Statement that the accident has occurred. 
(2) Location of the accident and the time. 
(3) Names and addresses of the deceased or injured persons 
(see details in SR 600-400-10). 
(4) In answer to questions on the cause of the accident, the 
customary reply will be that a board of officers will 
investigate and determine the exact cause. Unclassified 
information based upon approved finding of such boards 
may be made available to media, subject to the provisions 
of AR 15-6. 
d. In all accidents, prompt action will be taken to safeguard . 
items of Government property or projects which are classified. 
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This responsibility should be discharged with due consideration 
for reporters and photographers in the performance of their 
duties (see SR 360-5-15). Harmony and cooperation betwe(ill..... 
~infQrmation fflcers aruLm.embers ofJhe_p~eSSilsuaily will 
promote fair and unsensational reporting of accident stories.- -
~- - - ------· -
e. Information regarding line of duty or misconduct status 
of individuals will not be released to the public except with the 
express approval of the Secretary of the Army or The Adjutant 
General. See AR 345-20. 
24. Release of information on casualties and nonbattle losses in 
oversea areas (see AR 600-400). The policy of the Department 
of the Army is to release information to news media on casualties 
(except missing in action, see a(3) (c) below) and nonbattle 
losses as soon as possible after the emergency addresses have been 
officially notified. Information will be released as follows: 
a. Casualties. 
(1) Immediately, if notification has been made by the over-
sea commander to the emergency addressee, or next of 
kin, residing within the oversea command. 
(2) In all other cases, not less than 72 hours after dispatch 
of notification telegram by The Adjutant General. 
(3) Casualties will be identified according to type, except 
missing in action, in news releases and the term 
"casualty" itself will be avoided in order to correct a 
popular tendency to construe "casualties" to mean 
"killed." News releases will identify casualties as-
(a) Total deaths. 
1. Killed in action. 
2. Died of wounds received in action. 
(b) Wounded in action (with a subparagraph indicating 
percentage of wounded returned to duty based on 
medical records) . 
(c) Missing in action-Notification will be made to next 
of kin only and should disclose no information other 
than the fact that the man is missing. 
( 4) In all cases pertaining to casualties, notification of the 
emergency addresse takes precedence over the release 
of such information to the public. 
(5) The Adjutant General will furnish information con-
cerning casualties to the Chief of Information and Educa-
tion for dissemination to news media. 
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b. N onbattle losses. 
(1) Immediately, if notification has been made by the over-
sea commander to the emergency addressee, or next of 
kin, residing within the oversea command. 
(2) In all other cases (except (3) below) not less than 48 
hours after dispatch of report to The Adjutant General 
by the oversea commander, unless definite information 
is available that notification to the emergency addressee 
or next of kin has been accomplished. 
(3) In those cases where local civil authorities have released 
the names of deceased personnel, theater commanders of 
military assistance advisory groups, military missions, or 
other Army organizations not under theater commands, 
may authorize release or confirmation. Such action will 
be taken only when necessary to preserve good press 
relations, and must be simultaneously reported to the 
Chief of Information and Education, Department of 
the Army. 
25. Release of aerial photographs. a. Even though unclassified, 
official aerial photographs of military installations and other pos-
sible target areas will not be publicly released except as authorized 
by appropriate Department of the Army or Department of Defense 
authority. Requests for exceptions to this policy will be referred to 
the Chief of Information and Education, Department of the Army. 
In addition to this restriction on the release of such official aerial 
photographs; commanders will, when called upon for such advice 
by media, recommend agains the taking or publishing by news 
media of aerial photographs of military installations and other 
possible target areas, stressing that compliance with this recom-
mendation is voluntary but desirable in the interests of national 
security. 
b. The photographing of vital (classified) military installations 
without the permission of the commander of the installation con-
cerned is punishable by law. The reproduction, publication, or 
sale of an aerial photograph of such installations is also an offense 
punishable by law unless such a photograph indicates it has been 
reviewed and cleared for release by the authority competent to ac-
complish the security review thereof (see Title 18, United States 
Code, Sections 795, 796, and 797, as implemented by Executive 
Order No. 10104, 1 February 1950). (Sec. I, Da Bul. 5, 1950). 
Where recourse to legal authority becomes necessary in connec-
tion with such requests, guidance should be obtained from the staff 
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judge advocate or other legal officer of the command or installation 
concerned. 
26. Release of information concerning activation, reactivation, 
or inactivation of military installations. As security restrictions 
permit, accurate and timely information concerning activation, 
reactivation, or inactivation of military installations will be re-
leased at Department of the Army level. Release to members of 
Congress will be made by the Chief of Legislative Liaison in ad-
vance of release to the public. After the Congress has been 
notified, the releases will be made through normal public informa-
tion channels through the Office of Public Information, Depart-
ment of Defense. 
27. Release of information concerning activation, training, and 
movement of units. See AR 360-33. 
28. Use by Department of the Army of personal letters or com-
munications. Generally the writer of a personal letter or communi-
cation expects that the contents will be treated in a personal and 
confidential manner, or at least not be released to the public. 
Therefore, in every case where it is proposed to release a letter 
or communication to the public, the consent of the writer thereof 
will be obtained in writing in advance of the release. In the event 
the writer is deceased, the written consent of the personal repre-
sentative or the nearest of kin, as appropriate, will be obtained. 
In those cases where compliance with this policy is impracticable, 
request for exception will be submitted to the Department of the 
Army for determination. 
29. Release of information regarding travel by very important 
persons (VIPs). a. Definition. A very important person (VIP) 
is defined as an individual (civilian official, ranking member of 
an armed service, foreign government head, etc) whose position 
is of such importance that his travels are of especial interest to 
public information media representatives. 
b. General. Normally there is no reason to classify the move-
ment of VIPs. Unnecessary classification of the movement of 
VIPs, traveling in military aircraft, vessels, or other conveyances, 
or arriving at military bases results in conflicts with media repre-
sentatives with consequent embarassment to the Department of 
Defense and the military departments. 
c. Policy. 
(1) The movement of VIPs will not be classified, except 
where required in the interest of national security, or 
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b. Nonbattle losses. 
(1) Immediately, if notification has been made by the over-
sea commander to the emergency addressee, or next of 
kin, residing within the oversea command. 
(2) In all other cases (except (3) below) not less than 48 
hours after dispatch of report to The Adjutant General 
by the oversea commander, unless definite information 
is available that notification to the emergency addressee 
or next of kin has been accomplished. 
(3) In those cases where local civil authorities have released 
the names of deceased personnel, theater commanders of 
military assistance advisory groups, military missions, or 
other Army organizations not under theater commands, 
may authorize release or confirmation. Such action will 
be taken only when necessary to preserve good press 
relations, and must be simultaneously reported to the 
Chief of Information and Education, Department of 
the Army. 
25. Release of aerial photographs. a. Even though unclassified, 
official aerial photographs of military installations and other pos-
sible target areas will not be publicly released except as authorized 
by appropriate Department of the Army or Department of Defense 
authority. Requests for exceptions to this policy will be referred to 
the Chief of Information and Education, Department of the Army. 
In addition to this restriction on the release of such official aerial 
photographs; commanders will, when called upon for such advice 
by media, recommend agains the taking or publishing by news 
media of aerial photographs of military installations and other 
possible target areas, stressing that compliance with this recom-
mendation is voluntary but desirable in the interests of national 
security. 
b. The photographing of vital (classified) military installations 
without the permission of the commander of the installation con-
cerned is punishable by law. The reproduction, publication, or 
sale of an aerial photograph of such installations is also an offense 
punishable by law unless such a photograph indicates it has been 
reviewed and cleared for release by the authority competent to ac-
complish the security review thereof (see Title 18, United States 
Code, Sections 795, 796, and 797, as implemented by Executive 
Order No. 10104, 1 February 1950). (Sec. I, Da Bul. 5, 1950). 
Where recourse to legal authority becomes necessary in connec-
tion with such requests, guidance should be obtained from the staff 
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judge advocate or other legal officer of the command or installation 
concerned. 
26. Release of information concerning activation, reactivation, 
or inactivation of military installations. As security restrictions 
permit, accurate and timely information concerning activation, 
reactivation, or inactivation of military installations will be re-
leased at Department of the Army level. Release to members of 
Congress will be made by the Chief of Legislative Liaison in ad-
vance of release to the public. After the Congress has been 
notified, the releases will be made through normal public informa-
tion channels through the Office of Public Information, Depart-
ment of Defense. 
27. Release of information concerning activation, training, and 
movement of units. See AR 360-33. 
28. Use by Department of the Army of personal letters or com-
munications. Generally the writer of a personal letter or communi-
cation expects that the contents will be treated in a personal and 
confidential manner, or at least not be released to the public. 
Therefore, in every case where it is proposed to release a letter 
or communication to the public, the consent of the writer thereof 
will be obtained in writing in advance of the release. In the event 
the writer is deceased, the written consent of the personal repre-
sentative or the nearest of kin, as appropriate, will be obtained. 
In those cases where compliance with this policy is impracticable, 
request for exception will be submitted to the Department of the 
Army for determination. 
29. Release of information regarding travel by very important 
persons (VIPs). a. Definition. A very important person (VIP) 
is defined as an individual (civilian official, ranking member of 
an armed service, foreign government head, etc) whose position 
is of such importance that his travels are of especial interest to 
public information media representatives. 
b. General. Normally there is no reason to classify the move-
ment of VIPs. Unnecessary classification of the movement of 
VIPs, traveling in military aircraft, vessels, or other conveyances, 
or arriving at military bases results in conflicts with media repre-
sentatives with consequent embarassment to the Department of 
Defense and the military departments. 
c. Policy. 
(1) The movement of VIPs will not be classified, except 
where required in the interest of national security, or 
AGO 7&61B 
AR 360-5 26 
where it is deemed that adverso foreign reaction will 
result if information regarding the movement is released. 
Classification is authorized only when directed by the 
Secretary of the Army or the Secretaries of other mili-
tary departments concerned, the Secretary of State or 
the Secretary of Defense, or higher authority. 
(2) Itineraries of VIPs will be released in advance to com-
manders of installations and activities concerned, and 
normal media relations will be observed. 
(3) Where the movement is not classified but the VIP does 
not desire media coverage, every effort will be made to 
comply with his wishes. 
30. Release of information from civilian or military personnel 
records pertaining to disciplinary actions. See AR 345-GO. 
31. Photography at courts-martial. a. Department of the Army 
policy prohibits the photographing of prisoners, except for official 
purposes. Disregard of this policy could subject the Army to 
criticism on grounds of defamation, embarrassment, mental 
anguish, and similar charges. 
b. In cases of national public interest in matters of a nonclassified 
nature, cer~ain photography in connection with court-martial is 
permitted. 
c. On receipt of requests from news media for permission to 
take photographs during the period of a trial by court-martial, 
commanders will be guided by the following: 
(1) Photography of the interior of the courtroom may be 
permitted when personnel involved in the proceedings 
are not physically present therein. 
(2) During the period of the trial, photography of the ac-
cused may be permitted at such times as he is out-of-
doors in public view. At their option, members of the 
court or the accused, may be photographed in the room 
or rooms assigned to the press. Any photography of the 
accused will be accomplished only under appropriate cir-
cumstances, never in a courtroom, cell, cellblock, prison 
yard, or like area. A military prisoner will not be photo-
graphed when other prisoners are present nor be forced 
to pose for photographs, except for official purposes. Any 
photography permitted will not impede or interfere with 
the progress of the trial. 
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32. Release of information on guided missiles, military aircraft, 
associated powerplants, components, and/or accessories. a. A need 
has developed for an orderly system of releasing information to 
the public on the above subjects. The premature release to the pub-
lic of information on these subjects may constitute a grave threat 
to national security. 
b. The provisions of this paragraph are applicable to-
(1) All agencies of the Department of the Army. 
(2) All contractors or subcontractors who receive Depart-
ment of the Army contracts, letters of intent, or supple-
mental agreements for development or production. In 
this connection, the responsibility of subcontractors to 
coordinate with prime contractors on matters pertaining 
to release of information on this subject is reemphasized. 
c. Policies guiding the release of public information are as 
follows: 
(1) The Chief of Public Information is responsible for obtain-
ing final clearance for release to the public of informa-
tion described herein. 
(2) Proposed public releases will be submitted for review in 
accordance with paragraph 3c. 
(3) Information previously authorized for public release by 
the Department of Defense and/ or the Department of the 
Army may be released or re-released without further ap-
proval. However, prior unofficial publication of the types 
of information described herein does not constitute 
authority for official release. 
( 4) If the information pertains to classified contracts or 
projects, the contractor shall be guided by paragraph 6N 
of Industrial Security Manual for Safeguarding Classi-
fied Information. 
d. Procedures and application are as follows: 
( 1) Appendixes I, II, and III are furnished as guides only to 
the releasability of information and are not to be con-
sidered as authority for automatic release. 
(2) Appendix I will not apply to rotary wing, training, 
liaison, search and rescue, glider-type, or research air-
craft. Proposed public release of information on these 
aircraft will be considered individually when submitted 
for review. 
(3) Information pertaining to military aircraft, guided mis-
siles, powerplants, components, and/or accessories which 
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have been canceled, discontinued, completed, or are be-
yond the phases outlined in the appendixes will be con-
sidered for public release on an individual basis. 
33. Release of information on atomic energy, nuclear weapons, 
guided missiles, and new weapons. a. Prior to the first release by 
the Department of Defense, or any component thereof, of any in-
formation relating to the subjects listed in (1) through (3) below, 
such information must be cleared by the Chief of Information and 
Education, Department of the Army. 
(1) Military application of atomic dr nuclear power. 
(2) The performance or capabilities of new or modified 
weapons, including guided missiles. (For further in-
formation on guided missiles, see par. 32). 
(3) New or modified equipment or techniques that are related 
to (1) or (2) above. 
b. Before a news media representative or private writer is 
authorized to visit a military installation for the purpose of ob-
taining information for public release concerning the subjects 
listed above, such visits must be approved by the Chief of In-
formation and Education, Department of the Army. Request for 
such authorization should be directed to the Chief of Information 
and Education. Approved visits must be governed by the follow-
ing: 
(1) Only information cleared for release will not be disclosed. 
Information which has not been cleared will not be re-
vealed on an off-the-record basis as background material. 
(2) Cooperation will be given to news media representatives 
on the condition that final material will be submitted to 
the Chief of Information and Education for security re-
view prior to publication. Material should be submitted 
in quadruplicate to facilitate clearance. 
c. Instructions for release of information by a contractor or 
manufacturer and visits by public information media representa-
tives to industrial plants engaged in production of new weapons 
and equipment or modification thereof, are governed by the pro-
visions of this paragraph and paragraph 32. 
d. Nuclear weapons. 
(1) The President has directed that all statements, written or 
oral, to be made public by Government officials regarding 
nuclear weapons must be checked in advance with the 
Chairman, Atomic Energy Commission. This applies to 
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statements concerning the military applications of atomic 
energy. 
(2) The above applies to the entire field of information con-
cerning nuclear weapons and prohibits any public dis-
cussion, written or oral, at any level unless appropriate 
clearance thereof has been obtained. It applies to ma-
terial which has already been released as well as informa-
tion not previously made public. 
(3) All material on this subject that is proposed for public 
release in any manner by persons subject to Army Regu-
lations will be submitted to the Chief of Information, 
Department of the Army, for clearance with the appro-
priate agencies. 
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APPENDIX I 
RELEASE SCHEDULE FOR MILITARY AIRCRAFT 
Phases of Development and Production :1 
1. Preliminary design and studies and Phase I contracts through 
mockup. 
2. Phase II contracts from mockup until factory roll-out of first 
production aircraft. 
3. Factory roll-out of first production aircraft until combat or 
training units receive first production aircraft. 
4. After operational or training units are receiving production 
aircraft. 
Category !-Aircraft Category Il-Improve-
of new design ments of existing aircraft 
Items of information 
1 I 2 I 3 I 4 1 I 2 I 3 I 4 
a. Model designation and man- NR2 Rs R R NR R R R 
ufacturer and powerplant 
model and manufacturer. 
b. General engineering princi- NR NR NR 
pies and aerodynamic de-
NR NR NR NR NR 
sign infor1,11ation. 
c. Physical characteristics NR NR R R NR NR R R 
which include external 
photographsJ drawings, ~ 
dimensions, models, and 
launcher"s. 
d. Performance in generalities. NR NR R R NR NR R R 
e. Exact performance and NR NR NR NR NR NR NR NR 
characteristics data. 
f. Internal photographs and NR NR NR NR4 NR NR NR NR4 
drawings. 
g. Armament details which can NR NR NR NR NR NR NR NR 
not be ascertained from ex-
ternal inspection. 
1 Production aircraft refers to· the first aircraft of an unbroken series produced for inventory 
in accordance with an established production schedule. 
2 NR-Not releasable. 
S R-Releasable. 
4 Certain internal photographs, drawings, and dimensions that do not reveal significant de~ 
tails may be considered for release. 
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APPENDIX II 
RELEASE SCHEDULE FOR MILITARY ENGINES 
Phases of Development and Production: 
1. During design, drafting of specifications and data. 
2. Date of completion of first engine for initial full scale testing. 
3. Date of acceptance of 50-hour qualification test or equivalent. 
4. Date of acceptance of 150-hour qualification test or equivalent 
. 
Category !-Engines Category 11-Modified version of existing series 
Items of information of new design with military value 
I I 2 I 3" I I 2 I 3" 
a. Model designation, type and NR 
manufacturer. 
NR R R NR NR R R 
b. Dimensions and power or NR NR NR R NR NR NR R thrust class. 
c. Specific performance and NR NR NR NR NR NR NR NR characteristic data. 
d. Internal photographs and NR 
drawings. 
NR NR NR1 NR NR NR NR 
e. External photographs and NR NR NR R NR NR NR R drawings. 
f. Engineering design informa- NR NR NR NR NR NR NR NR mation. 
ta ~l Certam mter~al photographs, drawings, and dimensions that do not reveal significant de-l s may be considered for release. 
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APPENDIX III 
RELEASE SCHEDULE FOR GUIDED MISSILES 
Phases of Development and Production :1 
1. Preliminary design and studies and Phase I contracts through 
mockup. 
2. Phase II contracts from mockup through Research and Develop-
ment Models and R&D operation, includes prototype and tech-
nical evaluation. 
3. From the start of production through service acceptance of the 
first production model and through equipping and using units, 
including logistics activities in support thereof. 
Category !- Missiles 
Items of information 
a. Model designation and manu-
facturer. 
b. Production schedules and 
capabilities, number of mis-
siles per contract, unit cost 
per missile, delivery rate. 
1 
NR 
NR 
c. General epgineering principles NR 
and aerodynamics design in-
formation. 
d. Performance in generalities___ NR 
e. Exact performance___________ NR 
f. External ·physical characteris- NR 
tics of missiles and launchers 
which include photos, draw-
ings, dimensions, and minia-
ture models. 
g. Internal photos, drawings and 
dimensions. 
h. Power plant3 manufacturer and 
type. 
i. Power plant modeL __________ _ 
j. Armament details, including 
fuzing. 
k. Specific details of control, 
guidance, launching and pro-
pulsion. 
l. Design studies _______________ _ 
m. General propulsion and launch-
ing system information. 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
of new design 
I 2 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
I 3 
R 
NR 
NR 
R 
NR 
R 
NR2 
R 
R 
NR 
NR 
NR 
R 
Category Il-Model im-
pt·ovements of existing 
1 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
NR 
I 
missiles 
2 I 3 
NR R 
NR NR 
NR R 
NR R 
NR NR 
NR R 
NR NR 
NR R 
NR R 
NR NR 
NR NR 
NR NR 
NR R 
1 Production guided missile refers to the first guided missile of an unbroken series produced 
for inventory in accordance with an established production schedule. 
2 Certain internal photographs. drawings, and dimensions that do not reveal significant de-
tails may be considered for release. 
s The term power plant includes any method of motivation such as air breathing, solid or 
liquid propellant, engine motor, etc. 
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[AG 350.05 (20 Jun 56) CINFOE] 
By Order of Wilber M. Brucker, Secretary of the Army: 
Official: 
MAXWELL D. TAYLOR, 
General, United States Army, 
Chief of Staff. 
JOHN A. KLEIN, 
Major General, United States Army, 
The Adjutant General. 
Distribution: 
Active Army, NG and USAR: B 
To be distr~buted. on a need-to-know basis to all units and headquarters 
down to and mcludmg separate battalions (administrative) and to units 
and headquarters of comparable size and responsibility. 
* U. S. GOVERNMENT PRINTING OFFICEo 19!16-360!124 
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ABKY REGULATIONS} 
No. 356-li 
*AR 355-4 
DEPARTMENT OF THE ARMY 
W AlllDNGroN 25, D. C., 111 February 1967 
SECTION I. GENERAL 
TROOP INFORMATION 
GENERAL PROVISIONS 
Purpose ••••• ---------------------------------Definition ___________________________________ _ 
Objectives. _________________________ -·- ______ _ 
Principles ___________________________________ _ 
Responsibilities. _____________________________ _ 
Personnel.---------- ________________________ _ 
Staff organization •• ---- _______ ---- ___________ _ 
II. TROOP INFORMATION REQUIREMENTS General _____________________________________ _ 
Troop information plans ______________________ _ 
Troop information subjects ____________________ _ 
Phases of troop Information ___________________ _ 
III. DISSEMINATION OF TROOP INFORMA-
TION 
General ______ ---- ___________________________ _ 
Formal instruction.--- _______________________ _ 
Informal briefings _______ ------------ _________ _ 
Department of the Army publications __________ _ 
Department of the Defense publications ________ _ 
Memorandums, notices, and daUy bulletins ______ _ 
Displays_--- ____ .,. ___________________________ _ 
Troop information motion pictures--------------
AJmynewspapers.----------------------------
Armed Forces radio and television facilities ______ _ 
IV. SUPPLY PROCEDURES FOR TROOP INFOR-
MATION MATERIALS 
Materials available •• ·------------------- ______ _ Requisitioning _______________________________ _ 
Requisitioning by oversea commands ___________ _ 
Oversea supply agenCY-------------------------
Furidi and' property----~--------- _____ --- __ ---
. V. ARMY NEWSPAPERS General._; __________________________________ _ 
lDefinitions.----------------------------------
Respon&biliUes _______________ ~---------------
Policies and procedures _____________ ._ _________ _ 
· Civilian· enterprise neWspapers _________________ _ 
. • Mandatory distribution __________ ·---~------ __ -. 
- Stopping ot suspending·Artny newspapers _______ _ 
Paragmph Page 
1 2 
2 2 
3 2 
4 3 
5 4 
6 4 
7 5 
8 5 
9 5 
10 6 
11 6 
12 7 
13 8 
14 8 
15 8 
16 9 
17 9 
18 10 
19 10 
20 10 
21 10 
22 11 
23 12 
24 13 
25 13 
26 13 
27 13 
28 14 
29 14 
30 14 
31 .17 
32 18 
33 19 
•These regulations together· with AR 621-5, 20 February 1957, supersede AR 
355-5, 10 August 1955, jntliiCUng C 1, 29 May 1956; AR 355-20, 10 August 1955; 
l!lid AR·355-30;Ili Auiust 1955, ineludlng C 1,18 Oetober 1955, and C 2, 28 Mareh 
1956; and Reports Control Symbol CSTIE-9(R4). 
·;.,r 
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V. ARMY NEWSPAP.IiiRB-Contlnued 
Use of mails _________________________________ _ 
Army News Service (ANS)---------------------
Army News Features (ANFl-------------------
Armed Forces Press Service (AFPS)-------------
VI. ARMED FORCES RADIO AND TELEVISION 
FACILITIES 
Generru _____________________________________ _ 
Definitions _________ - ________________________ _ 
Responsibilities ______________________________ _ 
Establishment of installations _________________ _ 
Operation------------------------------------
Armed Forces transcription and television re--
cording service _________ ------ __ ------------_ 
VII. SUPPLY PROCEDURES FOR ARMED 
FORCES RADIO AND TELEVISION 
FACILITIES 
Project system. __ ---------- ____________ ------
Requisitioning instructions ___ ------------- ____ _ 
Maintenance support ___ -- ___ ------ _____ -------
Local procurement ___________________________ _ 
VIII. TROOP INFORMATION REPORT (RE-
PORTS CONTROL SYMBOL CINF0-10) 
General ____ -------- _________________________ _ 
Manner of reporting __________________________ _ 
Instructions for preparation of report ___________ _ 
SECTION I 
GENERAL 
Paragraph 
34 
35 
36 
37 
38 
39 
40 
41 
42 
43 
44 
45 
46 
47 
48 
49 
60 
-·· 
Pan 
19 
19 
19 
19 
21 
22 
22 
23 
24 
26 
28 
29 
29 
29 
30 
30 
30 
1. Purpose. These regulations define troop information; announce 
policies, requirements, and responsibilities pertaining thereto; and 
provide guidance for the establishment and conduct of troop infor-
mation activities and facilities. 
2. Definition. Troop information is a command activity consisting 
of any means used by the commander to develop in the soldier an 
understanding of his role in the Army and to keep him informed of 
the military and civil events, conditions, policies, and actions whi 
affect him as an individual. 
3. Objectives. a. The general objective of troop information is to 
increase the effectiveness of the Army by providing information to in-
crease understanding. 
b. Specific objectives. The specific objectives are to-
(1) Further develop in each soldier his-
(a) Belief in the principles of AmeriC&D. democracy and free-
dom. 
(b) Sense of responsibility as a citizen of the United States. 
! 
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(c) Awareness of the threat of communism to America and the 
free world. 
(d) Determination to fight to preserve his American heritage. 
(e) Will to continue resistance when facing military odds in 
combat. 
(f) Endurance under physical, mental, and emotional stress. 
(2) Convince each l!Oldier that-
(a) He is of personal importance to the Army. 
(b) His duties are essential to the effective operation of his 
unit. ' 
(c) His unit has a vital mission in the role of the Army. 
(d) The Army has an esoential rol.e in the defense of the nation 
and the free world. 
(e) Military service is a patriotic duty and merits the support 
and respect of every citizen. 
(8) Explain to each soldier-
(a) The mission of the Army. 
(b) The mission of his unit. 
(o) His military service obligations. 
(d) Policies, procedures, and actions which affect him as an 
individual. 
( 6) His responsibilities in conduct and behavior as a member 
of the Army. 
(f) The people, geography, climate, and importance of mili-
tary-civilian relationships in areas in which he may serve. 
(g) National and international events which affect him as an 
individual. 
4. Principles. The following principles are the basis of troop 
information. 
a. Troop information is a command function, with each echelon 
actively participating. 
b. The individual is the most important element of tbe Army. 
c. Commanders must be constantly on the alert to anticipate the 
informational needs of their troops. 
d. All personnel, enlisted and commissioned, have a part in troop 
information by recognizing and bringing to the attention of the com-
mander mattel'll that require explanation to insure understanding. 
e. Effective troop information is timely, factual, as complete as 
possible, and readily understandable. 
f. The provision of factual information is a strong defense against 
enemy propaganda. Maximum coordination between troop informa-
tion, military intelligence, and psychological warfare activities is 
necessary. However, troop information facilities should not be uti~ 
lized for direct psychological warfare purposes. 
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g. Troop and public information are mutually supporting. Imple-
mentation differs primarily in methods, emphasis, and timing. 
5. Responsibilities. a. All commanders are responsible for the 
effective conduct of troop information within their commands. 
b. The Chief of Information, Department of the Army, is respon-
sible for the development of troop information policies and the staff 
supervision and coordination of troop information throughout the 
Army. 
c. The Commanding General, United States Continental Army 
Command, has the function of assuring implementation (to include 
supervision and inspection) of troop information activities within 
the continental United States with the exception of the Army Anti-
aircraft Command. 
a. The Commanding General; Army Antiaircraft Command, has 
the function of assuring implementation (to include supervision and 
inspection) of troop information activities within his command. 
e. When such activities are under their control, major oversea com-
manders are further responsible for-
(1) Publication of unified command-wide service newspapers 
(sec. V). 
(2) Establishment and operation of Armed Forces radio and 
television facilities (sees. VI and VII). 
6. Personnel. a. Troop information personnel, as provided by 
TOE's and TD's, are innnediate advisors to the commander in the 
execution of his troop information function. The troop information 
officer must sense, analyze, and judge troop information require-
ments; then anticipate, recommend, and prepare necessary imple-
menting actions. 
b. In the selection of personnel for assignment to troop information 
duties, including that of instruction, the following criteria are con-
sidered desirable: · 
{1) Military experience as broad as possible, with troop duty 
especially desirable. ' 
(2) Army Information School training. 
{3) A broad general· educational background, attained either 
formally or informally, to enable clear and effective com-
munication and practical application of ideas and facts. 
(4) Evidence of such mental and emotional maturity as will 
render judgments reasonably free of emotional bias. 
c. Specific qualifications are contained in SR 605-105-5 and ,AR 
.611-201. 
d. AR 604-20 contains data in regard to security clearance fer 
personnel engaged in troop information· activities. · 
• 
v 
u 
L 
,.. __ ... 
·. e. AR 6i6'-140 contains ·information on the infm:mation career 
program. 
7. Staff organization. The normill staff organization is a staff 
section for information, containing both troop and· public informa-
tion, reporting" direCt to the cominander or his .chief of staff (fig. 1). 
Commanding General 
Information 
Chief of Steff 
Public Troop 
Info Info 
I I I I 
I G-1 I I G-2 G-J I G-4 I 
Figure 1; Sample BtaO organization tor information functions. 
SECTION II 
TROOP INFORMATION REQUIREMENTS 
8. GeneJ,"al. The requirements of troop information are the infor-
mation needs ofth~ command. They include what information should 
be given to the soldier, when it Should be given, and by what means. 
9. Troop information plans. a. For the objectives stated in para-
graph 8 to be attained n:wst effectively, a troop information plan is 
neces!ll'ry. This Should reflect the subject areas to be covered by the 
preparing command, serve as a guide for the plans of subordinate com-
mands0and be closely ·related to the overall information plan of the 
CO!Dmand. 
b. Each information plan should be based on the following: 
(1) .Pqints of emphasis as determined by the commander. 
(2) A continuing analysis of the information needs of the 
command. 
(8) Consideration ofthe effects of actions,. directives, and policies 
affecting the command. 
( 4) Subject areas prescribed in the information plans of Depart-
ment of the Army and intermediate headquarters. 
(5) Close coordination with all other staff sections. 
(6) Maximum utilization of every medium available. 
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10. Troop information subjects. a. Department of the Army 
prescribes subject areas to be covered during certain pho.ses of a 
eoldier's career and subjects for presentation to ill troops during 
specified periods. 
b. Major commanders may emphasize certain subject areas, or 
specific subjects, and direct that these be included in troop information 
plans prescribed by local commanders. 
c. Local commanders, in establishing their programs, will include 
subjects prescribed by higher headquarters as well as subjects which 
stress problems directly affecting their commands. 
1L Phases of troop Information. a. Individual training (to in-
clude common specialist courses and !!llrvice school training during 
advanced individual phase). Troops undergoing this training will be 
given formal instruction in tho"" subject areas prescribed by the Army 
Training Program, Programs of Instruction, and Training Memo-
randums of United States Continental Army Command. Dissemina-
tion of other troop information, as desired by the appropriate com-
manders, normally will be by means other than formal instruction 
(sec. III). 
b, Unit and post cycle training. Troops undergoing this training 
will be presented those troop information subjects specified by Depart-
ment of the Army and subjects prescribed by intermediate and local 
headquarters (sec. III). 
c. Field ezeraU!ea, maneuvers, and combat. Troop information is 
an important part of maneuver and field exercise training and is essen-
tial to troops in combat. During these periods the formal aspects of 
troop information activities will seldom be possible. Troop informa-
tion objectives may be attained through informal briefings supple-
mented by Army newspapers and troop information radio broadcasts. 
(1) Propaganda. Commanders must take positive measures to 
discredit or counteract the effects of enemy propaganda. 
(2) Military wn01. 
(a) News of the military situation will be disseminated to par-
ticipating troops within the limits of military security. 
(b) Operation plans will have a troop information annex giv-
ing guidance and necessary information for the conduct 
of desired briefings on maneuvers, field exercises, and pro-
posed operations. 
(3) General news. Since troops are denied by the circumstances 
the normal sources of news, the roles of Army newspapers 
and Armed Forces radio stations take on increased impor-
tance. 
TAG04G11B 
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d. Special orientatiO'ItB. Commanders will insure that the special 
orientations listed below are conducted so as to achieve prescribed 
troop information objectives: 
(1} Orientation prior to individual or unit movement overseas. 
(2) Orientation upon arrival overseas. 
(3) Orientation of personnel being transferred from one com-
mand to another. 
( 4) Orientation prior to separation or transfer to reserve status. 
SECTioN m 
DISSEMINATION OF TROOP INFORMATION 
12. General. a. Formal periods of instruction, informal briefings, 
publications, films, radio, television, Army newspapers, and displays 
are the principal methods of disseminating information in support of 
troop information objectives. Except during the individual train-
ing period, and for specifically announced subjects, Department of 
the Army imposes no mandatory requirement as to methods or mate-
rial to be utilized. 
b. Troop information, in whatever form, is the voice of the com-
mander expressing facts, his judgment of facts, and his viewpoint 
on specific issues. Responsibility for dissemination of troop infor-
mation shoulrl be delegated sparingly and judiciously, and its execu-
tion carefully supervised. The extent of understanding by his men 
and their attitude toward troop information objectives is a direct 
reflection upon the commander. 
c. Effective dissemination requires careful study of the subject mat-
ter and planned utilization of facilities, materials, time, and indi-
vidual talent. No single means can be specified as the most 
effective method. Careful selection of the primary method of dis-
semination for a specific subject, with combinations of other methods, 
as appropriate, will give the commander his most effective program. 
d. Dissemination of information dealing with domestic politics of 
the United States and its allies will be on an impartial and objective 
basis. 
e. Regulations and directives of the Armed Forces are not offered 
as debatable issues, but as matters of information which servicemen 
must understand to fully and effectively comply therewith. Dissem-
ination of this type of information should develop reasons for policies, 
directives, and regulations. 
f. Troop information should be disseminated in such a manner as to 
support or supplement unit operations and other subjects on the 
training program. 
TA.GO 4511B 
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g. Under no circumstances will dissemination, or the discussion 
resulting from dissemination, be allowed to assume the form of attacks 
against American principles and system of government, or the advo-
cacy of ideologies and forms of· government hostile or contrary to 
the interests of the United States. 
h. Military personnel may engage in discussion of policies of the 
Government of the United States provided they understand that such 
discussion in no way diminishes their obligation to abide by those 
policies. 
13. Formal instruction. a. The effectiveness of formal instruc-
tion in troop information depends upon the personal attention of the 
commander in the selection of the subject, in the assignment of in· 
structors, and in the preparation and presentation of instruction. If 
the commander does not act in the capacity of instructor, he, and his 
officers, should be present and actively participate in the presentation. 
b. At company level one training period a week normally is devoted 
to formal troop information instruction, conducted in the same manner 
as other military training. This period is available to the commander 
for support o£ troop information objectives prescribed by higher head-
quarters and developed within his own command. 
a. Subjects prescribed for formal presentation by any headquarters 
will be included in locally prepared training schedules and monitored 
by G-3 ( S3) in the same manner as other types of training. 
d. Instruction will be conducted in accordance with F]l{ 21-6 and 
be made as interesting as possible through the planned use of films, ci· 
vilian and military guest speakers, demonstrations, tape recordings, 
panels, graphic training aids, and other instructional aids. 
e. Subjects listed below normally will be presented by a commissioned 
officer-
(!) Leadership. 
(2) Policies of the Government (such policies a8 are expressed in 
laws enacted by the Congress and in Executive Orders of the 
President). 
(3) Regulations and directives of Armed Forces (includes verbal 
orders of commanding officers). 
14. Informal briefings. Short announcements and informal talks 
by commanders during scheduled assemblies, training periods, or rest 
periods are valuable methods of presenting troop information. These 
may be used to emphasize previous formal instruction or to present 
new material which does not warrant a formal period of instruction. 
15. Department of the Army publications. a. Offiaera' Oail. 
Officers' Call, published as a DA pamphlet on an as-needed basis, is one 
o£ the Chief of Staff's means in carrying out his troop information 
TA004511B 
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responsibility to the officer corps. Commanders will insure that all 
officers are aware of and understand material contained in current 
Officers' Call publications. 
·b. Tr~op Topics. 
(1) Major troop information subjects prescribed by the Depart-
ment of the Army are usually supported by DA Pamphlets 
(Troop Topics). These are. designed as an aid to the in-
·structor but are not to be considered as the only source of 
• information. All other possible sources should be used to 
make instruction or other means of dissemination as interest-
ing and complete as possible. 
(2) Troop Topics are available in sufficient quantities through 
AG pub1ieations channels to place desired issues in day rooms 
as reading material. 
e. Army lnfor'mation Digest. 
· (l) An offieial monthly magazine of Department of the Army 
published under the supervision of the Chief of Information, 
Department of the Army. 
(2) The mission of the Army Information Digest is to keep per-
sonnel of the Army a ware of trends and developments of 
professional concern. 
(3) Automatic distribution is made to all headquarters, includ-
ing company level. 
d. Posters and maps. 
(1) Designed and distributed to support selected subjects of the 
troop information program. 
(2) Available items are listed in DA Pam 310-3 and DA Pam 
355-50. 
e. Other publications. All Department of the Army publications, 
especially pamphlets, may support certain troop information objec-
tives and should be used as source material by instructors and, when 
appropriate, placed in day rooms as supplementary reading material. 
f. Supply procedures. Supply procedures for obtaining Depart-
ment of the Army publications are contained in section IV. 
16.: Department of Defense publications. Office of Armed Forces 
Information and Education, Department of Defense, provides publi-
cations of common interest to the Armed Services. Supply procedures 
are contained in section IV. 
· 17. Memorandums, notices and daily bulletins. Written material 
for voluntary reading often may be used to good advantage. Unoffi-
cial sections of daily bulletins, memorandums from commanders to 
selected groups of individuals, and special articles for bulletin boards 
should be exploited, normally in conjunction with other means of 
dissemination. 
·TAGO 4511B 40048·P-57-2 
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18. Displays. Suitable troop information displays, posters, and 
maps may be utilized as desired by commanders in day rooms, mess 
halls, and other areas where troops may gather. 
19. Troop information motion pictures. a. Films explain sub-
jects in a vivid, interesting, and accurate manner. They are not, how-
ever, a substitute for the personal leadership of commanders in carry-
ing out the troop information function. When applicable, they may 
be used to snpplement instruction as prescribed in FM 21-6. Recent 
films are accompanied by an Instructor's Film Reference to aid the 
instructor in his presentation. 
b. Department of Defense provides films applicable to all of the 
Armed Forces, while Department of the Army produces films designed 
to support troop information objectives of the Army. 
c. Officers' Conference Films, produced by Department of Defense, 
often support Officers' Call publications. These are film-recorded 
discussions in which prominent authorities discuss military matters, 
world problems, and domestic issues with groups of senior officers. 
d. All Department of the Army films and those Department of 
Defense films adopted for distribution to Army Signal Corps Film 
and Equipment Exchanges are listed in DA Pam 108-1. New 
releases and rescissions are published in monthly Signal film bulletins 
to Signal Film Exchanges. 
e. Procedures for obtaining films are contained in section IV. 
f. Requests for the production of new films or the revisioo of exist-
ing films to support troop information programs should be sub-
mitted in accordance with AR 108-6 (Reports Control Symbol SIG-
llO(Rl) ). 
20. Army newspapers. a. An Army newspaper is a publication 
prepared and distributed by, or for, a unit or installation of the 
Army, for the dissemination of information to military personnel. 
b. The Army newspaper is a valuable means at the disposal of the 
commander for explaining command problems to troops, disseminat-
ing news of interest not readily available from other sources, explain-
ing local policies and procedures, and developing and maintaining 
esprit de corps. The value of this medium is directly proportionate 
to the command support received. 
c. Policies and procedures governing Army newspapers are con-
tained in section V. 
21. Armed Forces radio and television facilities. a. Armed 
Forces radio and television facilities are effective means at the dis-
posal of the commander for explaining command problems, policies, 
and procedures; disseminating news, educational and entertainment 
T.AGO 41.S11B 
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progrruns, emergency security information; and combating enemy 
propaganda. 
b. Policies and procedures governing Armed Forces radio and 
television facilities are contained in !lllCtions VI and VIL 
S:wrxoN IV 
SUPPLY PROCEDURES FOR TROOP INFORMATION 
MATERIALS 
22. Matel'ials available. a. Information materials are listed in-
(1) DA Pam 10B-1. 
(2) DA Pam 310-1. 
(3) DA Pam 310--3. 
(4) DA Pam 355-50. 
b. Information materials listed in DA Pam 810-1 and DA Pam 
310--3; those li•ted in DA Pam 355-50 which carry a Department of 
the Army number; and those Armed Forces Talks, You and Your 
USA Pamphlet!!, Know Your Communist Enemy Pamphlets, Armed 
Forces Information Pamphlets, Fact Sheets, and Officers' Call 
Pamphlets which do not carry a Department of the Army Number 
(issues prior to June 55), are stocked by The Adjutant General. 
c. Information materials listed in DA Pam 355-50 not covered 
by b above are stocked by the United States Armed Forces Institute 
(USAF!), Madison 3, Wisconsin. 
d. Pocket guides to specific areas are authorized for issue to the 
following: 
(1) Commands which are located in or near the areas. 
(2) Army terminals and personnel centers processing personnel 
embarking for the areas. 
(3) Units which have been alerted for direct movement to the 
areas. 
( 4) Others as approved by the Chief of Information, Depart-
ment of the Army. 
e. Supplies and equipment authorized for troop information activi-
ties are indicated in TA 10-100-321 TA 20-92, and appropriate 
TOE's. 
f. Other materials which are required in troop information activi-
ties, not available through normal supply channels, may be obtained 
by local prQcurement in accordance with pertinent regulations and 
within the availability of appropriated or nonappropriated funds. 
These include periodicals, newspapers, books, maps, drawing mate-
rials, etc. 
T.&GOHUB 
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23. Requisitioning. a. Requisitions for publications stocked by 
The Adjutant General will be submitted on DA Form 17 .(Requisition 
for Publications and Blank Forms) and forwarded as follows: 
(1) By active Army organizations within continental United 
States through the publications officer for processing through 
The Adjutant General publications supply channels. 
(2} By organizations within oversea commands in accordance 
with instructions issued by the oversea commander. 
(3) By units of the Army Reserve and National Guard to chiefs 
of military districts and State adjutantS general, respectively, 
for approval and forwarding direc.t to the appropriate Adju-
tant General Publications Center.. See paragraph 48, AR 
310-1, 
b. Requisitions for publications stocked by USAF! will be sub-
mitted on DA Form 17, in sufficient quantities so that three copies 
will be received by USAF!, and forwarded as follows: 
(1) By active Army organizations within continental United 
States through command channels to Commanding Generals, 
ZI armies, Army Antiaircraft Command, or Military Dis-
trict of Washington, U. S. Army, as appropriate, for ap-
proval and forwarding direct to Director, USAF I, Madison 
3, Wisconsin. 
(2) By organizations within oversea commands in accordance 
with instructions issued by the oversea commander. 
(3) By units of the Army Reserve through command channels 
to Commanding Generals, ZI armies or Military District of 
Washington, U. S. Army, as appropriate, who will forward 
approved requisitions to Chief of Army Reserve and ROTC 
Affairs, Department of the Army, Washington 25, D. C., for 
approval, citation of funds, and forwarding to Director, 
USAF!, Madison 3, Wisconsin. 
(4) By units of the National Guard to State adjutants general 
for approval, citation of funds, and forwarding direct to 
Director, USAF!, Madison 3, Wisconsin. 
c. Commanders (including USAR and NG) may obtain such infor-
mation motion picture films listed in DA Pam 108-1 from Army 
Signal Corps Film and Equipment Exchanges. In addition, avail-
able motion picture films may be obtained from the following sources 
in accordance with local regulations established by the pertinent 
department: 
(1) Naval District Training Aids Libraries. 
(2) Marine Corps Training Aids Libraries. 
(3) Aviation Film Libraries. 
( 4) Air Material Film Libraries, USAF. 
TAG04:G11:B 
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:d. Requests.for Armed Forces Radio and Television Service radio 
transcriptions will be submitted awfollows: 
(1) By organizations within the continental United States 
through command channels to the Chief of Information, De-· 
· partment of the Army, Washington 25, D. C., ATTN: Troop 
1nformation Division. 
(2) By organizations within oversea commands to Armed Forces 
Radio Broadcast Stations in accordance with instructions 
is9ued by the oversea commander. 
24. Requisitioning by oversea commands. a. Requisitions pre· 
pared by authonzed oversea requisitioning agencies for troop informa-
tion materials will be forwarded to the oversea supply division of the 
designated Army terminal in accordance with SR 730-10-10. 
b. Requisitions from overSea commands requesting air shipments 
will be accompanied by an air priority. 
25. Oversea supply agency. Requisitions for troop information 
materials received from oversea commands by the oversea supply 
agency at an Army terminal will be processed in accordance with AR 
725-50 and forwarded for supply action as follows: 
a. Extract requisitions for those publications listed in paragraph 
22b will be forwarded to the appropriate Adjutant General publica-
tions center. 
b. Extract requisitions for those publications listed in paragraph· 
22c will be forwarded to DirectOr, USAFI, Madison 3, Wisconsin. 
26. Funds and property. a. Budgeting and f:rinding will be in 
accordance with instructions issued by Department of the Army. 
Payments made from nonappropriated funds are subject to limitations 
defined in AR 230-5. · 
b. Separate station property accounts for property used in troop 
information are not authorized· at· installations. Accounting pro-
cedures for Armed For"'l!l Radio Service equipment and "Stars and 
Stripes" equipment will be as prescribed by the oversea commander. 
SECTIONV 
ARMY NEWSPAPERS 
27. General. a. The Arihy newspaper is a basic medium of troop 
information. It is of maximum value to commanders when it is em-
ployed as a functional part of the information plan by stressing se-
lected information subject areas. · 
b. Units, installations, and commands may establish and maintain 
newspapers for information, training, and education of personnel ac-
cording tO the policies "':~ forth in t~J;ese regulations. 
"AGO <li11B 
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28. Definitions. a. Authoriaed Army flHWspaper. The term 
"Authorized Army newspaper" as used herein includea unit, com-
mand, and installation newspapers, theater newspapers (when Army 
is delegated responsibility), daily news summaries, and news bulletins 
published by any post, camp, station, unit, installation, command, or 
agency of the Department of the Army. It does not include officid 
publications, civilian enterprise newspapers, or civilian employee 
newspapers. 
b. Theater newspapers. Thea.ter newspapers are authorized Army 
newspapers published by major oversea. commands, for which the 
Secretary of the Army is the executive agent, which have command-
wide applicability and distribution. 
c. Civilian enterprise nswapt!.pers. Civilian enterprise newspapers 
are commercial publicatio!Ul, published by civilian concerns, which 
contain news of interest to personnel of particular military installa-
tions. 
d. Civilian employee nswapapera. A civilian employee newspaper 
is a publication of nonregulatory nature published by and for civilian 
employees of an installation of the Department of the Army. 
e. Periodicals. See AR 310-1. 
29. Responsibilities. a. The Chief of Information, Department 
of the Army, exercises Department of the Army staff supervision over 
Army newspapers. 
b. Staff supervision is the responsibility of the officer charged with 
the troop information function. 
c. The Director of Civilian Personnel, Department of the Army, is 
responsible for determination of policy governing the publication of 
civilian employee newspapers and exercises Department of the Arm,: 
staff supervision over such papers. See AR 230-87. 
30. Policies and procedures. a. General. 
(1) Authorized Army newspapers supplement the news coverage 
of the civilian press, radio, and television. 
(2) Operating principles of authorized Army newspapers are 
similar to those of reputable commercial newspapers pub-
lished in the United States. Commanding officers are re-
sponsible for, and control the publication of, authorized 
Army newspapers within their commands in the same lllltnner 
that any civilian publisher controls his newspaper. 
(3) Close coordination with all interested staff sections is &a· 
sential. 
( 4) In oversea commands where personnel of the other services 
are part of the conunand efforts should be made to secure the 
cooperation and active participation of those services in the 
publication of the theater newspaper. 
TAG041511B 
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b. Editorial policies. 
(1) News coverage will be as complete as practicable using all 
available reputable sources. Writing will be factual, objec-
tive, accurate, and impartiaL 
(2) Editors will distinguish between facts and opinions which 
may be part of a news story. "''ben opinion is expressed, the 
person or sonrce should be identified. 
(3) Editorial opinion will be confined to the editorial columns, 
reflect the policies of the command, and be directed to the 
interest and welfare of the Armed Forces of the United 
States. 
( 4) The editorial and news policy should serve to increase knowl-
edge and understanding. Facts will be presented in an ob-
jective manner and conform to. the principles of good taste. 
There will be no appeal to emotions detrimental to the inter-
est of the United States or its governmental agencies; this, 
however, is not to be construed as authority to impose or 
direct arbitrary censorship. 
( 5) Postal regulations prohibit the mailing of any material pub-
licizing lotteries, raJIIes, or prizes related thereto. There-
fore, such material will not be distributed through the mails. 
( 6) Political campaign news. 
(a) Authorized Army newspapers published in the continental 
United States will not carry political campaign news, as 
such news is readily available through the commercial 
press, radio, and television facilities. 
(b) Oversea authorized Army newspapers may include political 
campaign news procured from nationally recognized 
United States News Services. Political campaign news 
will be accurate and. treated on a nonpartisan basis. Max-
imum effort will be made to maintain a well balanced cov-
erage of material by, about, or emanating from major 
opposing parties or ca.ndidates. 
· (c) Editorials concerning political campaigns and editorial 
comment, analysis, or interpretation of news pertaining 
thereto, will not appear in authorized Army newspapers .. 
c. Advertising. Authorized Army newspapers will not contain ad-
vertising. This does not preclude use of the following: 
(1) Material publicizing service-sponsored activities, such as 
religious services, the Blood Donor Campaign, the Red Cross, 
post theater, service clubs, education centers, Army ex-
changes,Army Emergency Relief, and civic and sports events 
of interest to local post or unit military personneL 
~.&.G0411i11B 
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(2) Free and noncommercial advertising of. personal property 
·or services offered by and for local post or unit personnel for 
their convenience. · · 
(3) Publicity regarding books, magazines, or other commercial 
publications sold by a revenue-producing authorized Army 
activity. Such publicity will be limited to a listing of the 
publications by name and author, without implying in any 
manner that the Army or the Government indorses or favors 
any specific commercial product, commodity, or service; equal 
publicity, to the extent practicable, will be given to all com-
mercial publications offered for sale. 
d. Masthead. Autllorized Army newspapers will include the fol-
lowing identification in each issue: 
(1) Name of publication. 
(2) A statement that the publication is "an authorized publica-
tion." In no case will an Army newspaper state that it is an 
"official publication." 
(3) The military unit publishing the paper. 
( 4) . The Post Office address. 
( 5) Frequency of publication. 
(6) A statement that views and opinions expressed are not neces-
sarily those of the Department of the Army .. 
(7). Additional information as desired by the commander. ' 
e. Credit. 
(1) All material obtained from other than local sources will be 
properly accredited. This includes 1\,rmy News Service 
(ANS), Armed Forces Press Service (AFPS), Army News 
Features (ANF), commercial news services, other publica-
tions, radio, and· television services. 
(2) Army photographic credits are governed by AR 108-5. 
(3) Civilian publications are authorized to reproduce all non-
copyrighted material appearing in authorized Army news-
papers. Proper credit is customary. 
f.. Copyrighted material . . When authqrized Army.newspb.per desire 
to use copyrighted material from commercial sources, reprint permis-
sion will be obtained prior to publication. 
g. Funds. 
(1) Nonappropriated funds. Except as otherwise authorized by 
these regulations, nonappropriated funds will be used to de-
fray the cost of printing authorized Army newspapers. 
Such civilian personnal and fiscal support as may be author-
ized from nonappropriated funds for ·a theater newspaper 
will be provided as approved by the major oversea com< 
mander. · · 
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v 
v 
AR 355-5 
17 
{2) Appropriated furuls. 
(a) N onrevenue-produeing newspapers. Appropriated funds 
may be used to help defray the cost of publishing non-
.revenue-producing authorized Army newspapers by 
payment of regularly employed civilian or military per, 
sonnel and for stationery, supplies, and eqnipment. 
(b) Revenue-producing newspapers. When responsibility 
· for the theater newspaper has been delegated to an Army 
commander by the commander of a unified command, such 
personnel, fiscal, and logistical support as may be author-
. ized from appropriated funds will be provided by the 
Army. 
(3) Revenue-producing activities. Additional instructions cover-
ing funding of revenue-producing activities are contained in 
AR 23(}-1\. . 
h. Stationery, supplies, and equipment. Administrative supplies, 
such as mimeograph. paper stocks, office equipment, and such other 
equipment as may be authorized by current tables of allowances and 
tables of eq11ipment, may be used in the publication of authorized 
~rmy newspapers. See TA 20-92 and TA 10-100-32. 
i. Further details. See DA Pam 20-23 and 'rM 28-210 . 
. 31 •. Civilian enJerprisj! .ne~spapers. Commanders may authorize 
the circulation of civilian enterprise newspapers. within their com., 
mands providing, th.e following policies and procedures are observed: · 
a. When selecting a civilian enterprise newspaper for distribution 
within his command the commander will afford an equal and fair 
opportunity to all interested and responsible bidders to submit specifi-
cations and price (if a charge is required),. The final selection will 
be. based upon the best obtainable offer, price, or other factors .as 
appropriate. · 
b. Appropriated fup.d.s, .or supplies.or equipment purchased there~. 
froni, will not.be used to defray either publication or distribution costs. 
The publication of a civilian enterprise newspaper will not be subsi-
dized by either appropriated or nonappropriated funds. However," 
ntmappropriated funds may be used for the purchase of subscriptions 
to the finished. publication when the local commander deems S]lCh pur-. 
~hase to be in 'the best interest of his command. 
c. A civilian enterprise newspaper is not subject to military control 
with ,respe~.t to content •.. A commander may, however, make recom-
m~ndations or suggestions as to editorials, features, and nther types of. 
l)~:ws!ll'tlclCll. He also may. prohibit circulation within his command' 
Qf ma~eri;il wl'uch he'considersto be.ln liadtast~, detrimental to disci-. 
pline, subversive, or otherwise contrary to the best interests o-f his 
command. · · 
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d. Army personnel on active duty and civilian employees of the 
Army will not be members of the editorial or administrative staffs of 
a civilian enterprise newspaper, and they will not authorize their 
names to be carried in the masthead. A comms.nder may authorize 
members of his command to prepare features and other types of news 
articles for release through public information office channels, and 
names of military and civilian personnel may appear as bylines. News 
released to a civilian enterprise newspaper will also be made available, 
simultaneously, as a general news release through the public informa-
tion office. 
e. A commander should maintain liaison with the publisher. This 
liaison, a function of the troop information officer, is to insure that the 
Army does not infringe upon the rights of, or become involved in, the 
operations of the newspaper. 
f. A commander may authorize members of his command to co-
ordinate and cooperate with the editor or publisher to the extent neces-
sary to insure publication of a proper newspaper. Personnel will not 
be assigned to duty at the premises of the paper or to duties which are 
under the supervision or direction of personnel of the civilian concern. 
g. Civilian enterprise newspapers will not state that they are au-
thorized newspapers of the Department of Defense or the Department 
of the Army nor use the name, ensign, or emblem of the Department of 
Defense or of the Army or of any Army unit in such a manner as to 
imply that the publications are authorized Army publications. 
h. Authorized Army newspapers will not be distributed as supple-
mentary inserts in civilian-published newspapers; nor will civilian-
published newspapers, or features or comic sectioDB, be distributed as 
parts of authorized Army newspapers. 
i. Civilian enterprise newspapers distributed to members of the 
Army pursuant to these regnlatioDB will have the following printed 
on the first page of each paper, supplement or portion thereof, im-
mediately below its title, preferably in type not smaller than 8 point 
or leaded 1 point boldface: 
''Publlshed b7 (name ot publisher), a private llrm (or lndlvldual). Opinions 
expressed by the publisher and writers herein are their own are not to be con· 
sidered an ofDctal expression by the Department of the Army. The appearance 
of advertisements in this publfcatlon does not constitute an Indorsement by the 
Department of the Al'my of the products or services advertised." 
32. Mandatory distribution. One copy of each issue of Army 
nempapers will be l!ent to the Chief of Information, Department of 
the Army, Washington 25, D. C., ATTN: Chief, Troop Information 
Division. Daily news bulletins and news summaries may be sent 
weekly. 
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. 33. Stopping or suspending Army newspapers. Notifieation of 
action to stop or suspend Anny neWllpapers will be forwarded through 
command channels to the Chief of Information, Department of the 
.Army, Washington 25, D. C., ATTN: Chief Troop Information Di-
vision, and, if a subscriber, to the. Armed Forces Press Service, and 
Army News Features. 
34. Use of mails. Local commanders will ascertain from local 
postal authorities the appropriate regnlations for the mailing of Anny 
newspapers. 
35. Army News Serviee (ANS). News, editorial, and feature 
articles affecting Army units and Army personnel and their families 
are published as required and distributed automatically to newspaper 
editors of all authorized Army newspapers which are recorded at the 
Department of the Army, and to troop information officers having 
civilian enterprise papers and civilian employee papers. Releases 
sre prepared and distributed by the Troop Information Division, 
Office, Chief of Information, Department of the Army. 
36. Army News Features (ANF). a. This is a biweekly clip sheet 
published by Army News Features, 61 Hardesty Avenue, Kansas City, 
Mo., containing feature material about the Army. Matrices are avail-
able to letterpress publications. 
b. Editors of authorized Army newspapers desiring this service 
will submit a letter of request through channels to the Chief of Infor-
mation, Department of the Army, Washington 25, D. C., ATTN: 
Chief, Troop Information Division. Civilian enterprise and employee 
papers may request this service through the troop information office 
of the installation they serve. 
c. Request for this material will contsin-
(1) Name of publication. 
(!l) Publishing unit. 
(3) Post office addre!s. 
(4) Methodofreproduction. 
37. Armed Forces Press Service (AFPS). a. Service8 fJ1'0Vided. 
The Anned Forces Press Service (AFPS) is an activity of the Office 
of Armed Forces Information and Education ( OAFIE) , which offers 
the following services to editors and supervising officers of Army 
newspapers: 
(1) Olips sheets, published weekly. They carry text and art. 
illustrations appearing in clip sheets are provided upon 
request in mat form for letterpress papers and in precut 
stencils for stencil-duplicated (mimeographed) papers. 
Photo-offset papers may use the illustrations in the form in 
which they appear in the clip sheet. 
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(2) Armed Force!J Newspaper Editors' Guide (DA Pam 20--23). 
This guide is designed as a ready reference, in technical mat-
ters, for editors of Army newspapers. 
(3) Advwe to editors. Advice concerning the organizatiol) and 
operation of service newspapers and detailed critiques of 
specific Army newspapers are available upon request, and 
also are given through editorial suggestion in the monthly 
. "Galley Guide," distributed with clip sheets. Direct com-
munication between editors and the Armed Forces Press 
Service is authorized for this service. 
b. Certificates of merit. The Armed Forces Press Service awards 
certificates of merit to service and civilian employee newspapers 
quarterly, on the basis of outstanding excellence. These awards 
will not be made to civilian enterprise newspapers. 
c. Eligibility. 
( 1) Authorized Army newspapers are eligible to receive ma-
terials prepared by the AFPS. 
(2) Newspapers published by and for civilian employees of the 
Army of the United States and approved by the commanding 
officer of an Army installation are eligible to receive AFPS 
materials and services. 
(3) AFPS is·not authorized to distribute materials to publica-
tions designed primarily for the benefit of noncGovernment 
employees or non-Government agencies, even though such 
may be located on a milit.iry installation. This, however, is 
not intended to preclude the release by the local commanders 
of AFPS materials not copyrighted or syndicated to civilian 
publications. . 
( 4) Civilian enterprise newspapers may receive AFPS materials 
and services through the staff officer charged with troop in-
formation functions of the installations U1ey serve and may 
use AFPS material as provided in the AFPS clip sheet mast-
head. 
(5) The following nonpublishing activities may be provided with· 
the AFPS clip sheet upon justification, in writing, through 
· channels of their need for the service: 
(a) Headquarters which have a supervisory interest in Army 
newspapers. 
(b) Army radio broadcasting stations for use in actual broad-
casting. 
(c) Isolated detachments at which newspapers are not readily 
obtainable and whose parent organizations do not publish a 
post or station newspaper. 
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. d. Use of .AFPS materials. 
(1) AFPS material will carry individual AFPS credit lines. 
(2) AFPS material may be edited or revised by editors as re-
quired by newspaper space limitations or as advisable for local 
appeal. When AFPS material is edited or revised, accuracy 
and conformance to accepted standards of good taste will be 
maintained. 
(3) AFPS material will not be used in commercial advertisements. 
e. Procedures. 
(1) Request for AFPS materials will be addressed through mili-
. tary channels to the Chief of Information, Department of 
the Army, Washington 25, D. C., ATI'N: Chief, Troop In-
formation Division. Such request will include the following: 
(a) N arne of publication. 
(b) Name and address of unit or installation publishing the 
paper. 
(c) Frequency of publication. 
(d) Method of reproduction to be used (letterpress, mimeo-
graph, offset, etc.) . 
(e) Particular services desired. 
(f) Whether publication is an authorized Army newspaper, a 
civilian enterprise newspaper, or a civilian employee paper, 
(g) Approximate number of copies printed per issue and esti-
mated number of readers. 
(h) Approximate cost of printing. 
(2) Each request for AFPS materials will be accompanied by 
three copies of the publication. If the paper is not yet being 
published, copies will be forwarded as soon as publication 
begins, 
f. Mandatory dutribution. Army and civilian employee news-
papers subscribing to Armed Forces Press Service will forward two 
copies of each issue, on publication date, to the Armed Forces Press 
Service, Fisk Building, 250 West 57th Street, New York 19, N.Y. 
SEarroN VI 
ARMED FORCES RADIO AND TELEVISION FACILITIES 
38. General. a. Armed Forces radio and television stations and 
networks afford commanders an expeditious means for the dissemina-
tion of command news ·and informatinn, educational material, enter-
tainment, and emergency security information to service personnel 
and dependents stationed overseas . 
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b. Subject to international agreement when required, Armed Forces 
stations and networks for television and radio may be established in 
oversea commands where local civilian English language radio facil-
ities are inadequate. 
c. Television stations may be established in specified iaolated areas 
in the United States where commercial television program materials 
for information, education, and entertainment are unavailable. 
39. Definitions. a. Armed ForceJJ Radio and Tek-vUio1l Slf'Viee. 
The Armed Forces Radio and Television Service (AFRTS) is the 
field agency of the Office of Armed Forces Information and Educa-
tion, Department of Defense ( OAFIE), which supports the operation 
of troop information radio and television in the services. 
b. Armed F orcearadio and television facilitieJJ. Armed Forces radio 
broadcasting and television facilities are fixed plant facilities consist-
ing of radio broadcasting station(s), carrier current station(s), audio 
distribution system(s), telecasting station(s), or wired television sys-
tem(s) operated within the Department of the Army for purposes of 
information, education, and entertainment, and for such other pur-
poses as may be directed by the Department of the Army. 
c. Identifying terma. 
(1) A television recording (kinescope-kinephoto-msguetic video 
tape recording) is a permanent record of video signals re-
corded photographically, electronically, or by other means, 
and which may be displayed through a television system, or 
projected as a completed motion picture. 
(2) A direct positive television recording is a film which results 
from photographing an electronic image and processing this 
film so as to obtain a print for immediate projection. 
(3) A negative television recording is a film exposed as indicated 
in (1) and (2) above, but on which a negative image appears. 
This film is not suitable for nonelectronic projection, but re-
quires subsequent printing. 
40. Responsibilities. a. The Chief of Information, Department of 
the Army, exercises Department of the Army staff supervision over 
all Army Armed Forces radio and television facilities. 
b. The command supervision of each Armed Forces television sta· 
tion, radio l?roadcasting station, or network operated by the Army is 
the responsibility of the major commander of the area in which the 
stations are located, and includes responsibility for-
(1) Efficiency and economy of operation. 
(2) Programming of high quality and variety. 
(3) Technical operation and proper maintenance. 
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a. Sta.fi' supervision of esch Armed Forces televH!ion station, radio 
broadcasting station, or network is a function of the troop information 
o1licer of the major command in which the station is located and to 
which operational control is delegated. 
d. Engineering and installation of new Army Armed Forces radio 
or television facilities will be performed by the Signal Corps elements 
of the major command concerned. Personnel assigned to an Armed 
Forcee radio or television facility may be used to assist. After instal-
lation, the Signal Corps will continue to provide engineering and 
maintenance assistance as required. 
e. Direct communication is authorized on matters pertaining to 
radio or television programming between troop information officers 
of major overse& commands, and agencies as indicated in (1) and (2) 
below, Information copies of auch communications will be forwarded 
to the Chief of Information, Department of the Army, Washington 
26, D. C., ATTN: Chief, Troop Information Division. 
(1) Armed Forces Radio and Television Service (AFRTS-LA), 
1016 North McCadden Place, Hollywood 38, Calif. 
(2) Armed Forces Press, Radio and Television Service 
(AFPRTS-NY), 250 West Fifty-Seventh Street, New York, 
N.Y. 
f. The Chief Signal Officer will furnish assistance regarding engi-
neering, installation, operation, and maintenance of Army Armed 
Forces radio and television facilities. Requests for such assistance 
should be included with projects or forwarded through major com-
mand channels. 
41. Establishment of installations. a. A commander, on deter-
mining that there is a need for an Armed Forces radio or television 
installation, a major modification, or other change to an existing out-
let, such as additions, rehabilitation, or discontinuation, will submit 
a signal project for the requirement in accordance with AR 105-22. 
b. The Chief Signal Officer will coordinate approval of the project 
or project change with the Chief of Information. 
c. Upon receipt of approved project or change thereto, the appro-
priate commander will notify the Chief of Information, Department 
of the Army, ATTN: Chief, Troop Information Division, the planned 
date the station will begin or cease operation and, when applicable, 
date on which transcriptions and/or kinephoto material should arrive 
or be discontinued. 
d. In those areas under the jurisdiction of the Federal Communi-
cations Commission, the following criteria will apply in determining 
the acceptability of Armed Forces radio and television broadcasting 
stations for which concurrence has been requested : 
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(1) The station (radio only) must not be located in the conti-
nental United States. · 
(2) The station must not cause interference, as determined under 
the Commission's rules, to stations licensed by the Commis-
sion or to stations in other countries, in contravention of 
outstanding treaties or agreements. 
(3) The station must not restrict or preclude the use of any fl"ll" 
quency by a station licensed by the Commission in accordance 
with its rules and standards, or notified for operation in 
other countries under the provisions of applicable treaties 
or arrangements. 
( 4) Stations will, so far as technically possible, avoid competing 
for audiences with licensed commercial stations. No effort 
will be made to solicit the attention of a civilian audience. 
42. Operation. a. Identification. In compliance with command 
directives and .international regulations, Armed Forces radio and 
.television stations will identify themselves as follows " .• ·• Station" 
(e. g., American Forces Network, Far East Network, Armed Forces 
Television, or Radio Station, etc.) followed by the name of the city, 
post, or geographic location. Station call letters will precede or follow 
this identification. Stations that are a part of a network may use the 
net identification. All stations will announce their affiliation at !<last 
twice daily upon opening and closing as "an affiliate of the Armed 
Forces Radio and Television Service." In accordance with ACP 
114 ( ) , call signs assigned to the military installation will serve as 
the call signs of Armed Forces radio stations. The call sign, suffixed 
by the letters TV, will serve as identification for Armed Forces tele-
vision stations. 
b. Pe'I'Bonnel. Qualified military and civilian personnel, within 
authorized strength, necessary to operate each Armed Forces radio or 
television facility, will be provided by the command. Other military 
departments, when appropriate, should, by joint agreement, pr<>Vide 
an equitable share of the required personnel. 
c. Frequency and power. AsSigned television or radiofrequency 
and power will not be deviated from except by approval of the assign' 
ing authority. 
d. Notification of changea. Notification of any changes to an 
Armed Forces radio and television facility will be forwarded to the 
Chief of Information, Department of the Army, Washington 25, 
D. C., ATTN: Chief, Troop Information Division. 
e. Program performance ·log. Each station will maintain a de-
tailed daily program performance log (showing programs, musical 
numbers, and spot announcements and the times at which they were 
actually broadcast) covering the entire broadcast day. 
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· · f. Program schedules. A copy of the weekly program· schedule 
(showing times at which programs are scheduled to be aired) will be 
forwarded, as often as prepared, to 'the Officer-in-Charge, Armed 
Forces Radio and Television Service, 1016 North McCadden Place, 
J,os A,ngeles 38, Calif.; a copy will be furnished the Chief of Infor-
mation Department of the Army, Washington 25 D. C., ATTN: Chief, 
Troop Information Division. 
g. P.olit:Wa g01Jerning newa b.roadca&ts. 
(1) News programs will be .broadcast as frequently as may be 
consistent with good programming standards. 
(2) News broadcasts will be aS complete as practicable. News 
will be factual, objective, aceurate, and impartial and be 
based on reports provided by commercial press associations, 
Armed Forces Press Service, AFRTS-LA, AFPRTS-NY, 
or other accredited news-gatl1ering agencies, including au-
thorized military news media and official press releasro ema-
nating from major command headquarters. 
(3) Distinction will be made between fact$ and opinions when 
part of a news story. ·when opinion is expressed, the per-
son or source will be identified. 
(4) News broadcasts will conform to the principles of good 
taste, 
(5) News programs will be based on balanced coverage of prin-
cipal news developments and will not contain editorializing, 
analysis, commentary, or sensationalism. 
(6) News commentaries, other than sports, will be restricted to 
television recordings, transcriptions, or shortwave broad-
cast from the Armed Forces Radio and Television Service; 
Los Angeles, and the Armed Forces Press, Radio and Telc• 
vision Service, New York. Straight news broadcasts pre-
pared directly from sources outlined in (2) above, excluding 
commentaries, may be aired live by local personnel. 
h. Dissemination of political matter. 
{1) Armed Forces radio and television stations and networks 
are authorized to broadcast political news of a factual .na-
ture furnished by nationally recognized United States news 
services. Political news broadcasts will not include com-
ment, criticism, analysis, or interpretation. 
(2) Political addresses over Armed Forces television and radio 
stations will be restricted to transcriptions or television re-
cordings distributed ~r ·broadcast short wave by Armed 
Forces Radio and Television Service. Addresses· of Presic 
dential candidates will be scheduled during the most ad-
~AG041S11B 
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vantageous listening hour of the day. Adequate publicity 
will be given, including the date and hour of the address. 
l. ReligilJIJ8 prograf7UJ. Religious programs originating in or origi-
nally broadcast in the United States, except those supplied by tbe 
Armed Forces Radio and Television Service, will not be broadcast. 
All requests received for use of broadcast time for such religious pro-
grams will be submitted through command channels to the Chief of 
Information, Department of tbe Army, Washington 25, D. C., ATTN: 
Chief, Troop Information Division, for coordination witb tbe Armed 
Forces Chaplains Board. 
j. Locally prepMed live broad(J(Jlltll. Commanders may authorize 
Armed Forces radio and television outlets to originate live programs 
which are prepared initially for broadcast over Armed Forces outlets 
and networks and are presented by, or under the supervision of, staff 
members of tbose stations or networks. Rebroadcast of such programs 
may be made witb tbe permission of the command charged with the 
responsibility of the particular station ( s) involved. Such authority 
may be delegated by commanders where such action is deemed 
desirable. 
k. PTohibited bToadcfliJt. Except as specified herein, no Armed 
Forces radio or television station will broadcast or rebroadcast any 
program sponsored by private or commercial interest or foreign gov-
ernments, except those programs supplied by, or autborized by, the 
Armed Forces Radio and Television Service. This prohibition does 
not apply to live broadcast of local sport and special events which are 
prepared initially for broadcast over Armed Forces radio or televi-
sion stations and presented by, or under tbe supervision of, staff mem· 
hers of those stations. In certain instances, events or ceremonies 
broadcast by the foreign government or agency may be deemed of 
sufficient cultural or informational value to warrant rebroadcast by 
Armed Forces stations. In such cases, major commanders are au-
thorized to rebroadcast such programs. No broadcast of this nature, 
however, will be made without tbe express permission of the agency 
or agencies originating the program. 
l, Olearanee•. The Office of Armed Forces Information and Edu-
r.ation, Department of Defense, is the sole agency responsible for 
obtaining clearance for use of published musical selections and tele-
vision recordings from interested unions where required, and from 
such other associations, owners, or sponsors as may be necessary. 
43. Armed Forces transcription and television recording serv-
ice. a. Preparation and dilltributwn. The Office of Armed Forces 
Information and Education, Department of Defense, prepares and 
'l'AOOU11B 
v 
u 
diltributes to those installations designated by the Department of the 
Army informational, educational, and entertainment programs and 
materials by means of transcriptions, television recordings, and short-
waft broadcasting . 
. (1) Complete Armed Forces television recording and radio tran-
ecription service is authorized only for approved Armed 
Forces radio and television stations. Requests for such ma· 
terial will be made through channels to the Chief of Informa-
tion, Department of the Army, A '!TN: Chief, Troop 
Information Division. 
(2) Partial Armed Forces radio transcription service is author· 
ized for military and Veterans Administration hospita.ls, in 
accordance with AR 40-685. 
(3) Partial Armed Forces radio transcription, television record· 
ing, and film service may be authorized for certain approved 
installations. Request for this service will be made through 
channels to the Chief of Information, Department of the 
Army, ATTN: Chief, Troop Information Division. 
b. RestrictioN. 
(1) Except when specifically authorized by the Director, Office 
of Armed Forces Information and Education, Department 
of Defense, Armed Forces television recordings and radio 
transcriptions will not be used-
(a) On commercial, private, or foreign government stations. 
(b) In a program which originates from a military installation 
and is broadcast by a commercial station. 
(c) On a wired carrier or dummy antenna system. 
(d) At a. dance, party, or other activity where such use would 
preclude hiring of professional musicians and artists. 
(e) As a feed from a hospital program distribution system to 
provide entertainment for such nonhospital activities as 
service clubs, barracks, workshops, and offices. 
(f) For commercial purposes or in any manner that would 
constitute competition with, or otherwise be detrimental to, 
commercial artists, copyright owners, or owners of other 
services or properties of a commercial nature. 
(2) Recordings made by Armed Forces stations or networks will 
not be made available to commercial or private radio stations 
or networks, or their representatives, without approval of the 
oversea commander, or the commander to whom such au-
thority is delegated; and then only through normal public 
information channels. 
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~. 01JYIU31"ship. 
(1) All television recordings &nd transcriptions distributed by 
Armed Forces Radio and Television Service remain the prop-
erty of the United States Government through custodianship 
· of the Department of Defense. The right to use this material 
is not transferable. In no case will television recordings, 
transcriptions, or duplicate copies made therefrom, be re-
tained by governmental agencies, private agencies, or private 
individllals except as authorized by the Director, Office of 
Armed Forces Information and ·Education, Department of 
Defense. 
(2} Ownership of and rights to all material prepared by military 
or civilian personnel as .a part of their official duty or em-
ployment in Armed Forces radio and television stations rests 
with the Department of the Army. No rebroadcast of the 
material is authorized without the express permission of the 
originating station or the Chief of Information, Department 
. of the Army. 
d. Disposition of radio transcriptions. Armed Fwces radio tran-
scriptions on hand at Armed Forces radio stations which are no longer 
needed or which have been declared obsolete will be reported to the 
Armed Forces Radio and Television Service, Los Angeles, for dis-
position instructions. Transcriptions will be screened semiannually 
to .assure that obsolete television recordings are removed from the 
files. 
e. Disposition of television recordings. When no longer needed, or 
when declared obsolete, Armed Forces television recordings or films 
will be returned to Armed Forces Press, Radio, and Television Serv-
ice, New York, or to such other place as may be directed by OAF IE . 
. f. Use of Armed Forces television recordings. Armed Forces tele-
vision recordings, having been screened and approved for release by 
the Director, Office of Armed Forces Information and Education, 
Department of Defense, will be presented as received. No deletions 
or additions will be made except to repair damaged film, or as directed 
by the Director, Office of Armed Forces Information and Education, 
Department of Defense. 
SECTION VII 
SUPPLY PROCEDURE FOR ARMED FORCES RADIO AND 
TELEVISION FACILITIES 
44. Project system. The provisions of AR 105-22 apply in estab-
lishing facilities or effecting changes to the basic facilities such as 
additions, removals, and rehabilitations. 
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45. Requisitioning instructions. a. R~quisitions for initUit isi!U6. 
Requisitions will be submitted through normal supply channels in 
accbrda.nce with AR 725--50 for those items listed on the approved bill 
of materials. Any additional materiru required will be included in a 
project change. 
b. Requisition of nonstock-numbsred maintenance items. Non-
stock-numbered maintenance items will be requisitioned through 
normal supply channels, citing the approved project as the "Author-
ization" and the basic item(s) shown on the approved bill of materials 
as the "Basis" for the requirement.· Requisitions for nonstock-
numbered maintenance items will be. submitted quarterly. 
c. Requisition of end-item replacement. End-item replacement of 
unserviceable or obsolete items in facilities now installed will be ob-
tained by a project change and requisitioned as initial issue in 
accordance with a above. 
d. Emergency requisitions. To enable prompt action in emergency 
situations to alleviate or avert shutdown. or major breakdown, emer-
gency requirements wiil be processed on a priority basis in advance of 
other requests for supply action. Strict interpretation of emergency 
requirements must be observed by all concerned and such requisitions 
will outline clearly the emergency involved. Requisitions will be 
submitted to the oversea supply agency serving the command. 
e. Air shipments. Requisitions from oversea command requesting 
air shipments will be accompanied by an air priority. 
46. MainteJ;~ance support. a. Maintenance support for standard 
stock-numbered items which are authorized Armed Forces radio and 
television stations in appropriate TOE's, TA's, EML's, or troop in-
formation projects will be provided through appropriate depots. 
_ b. Level of supply of nonstock-numbered spare parts. A 180-day 
level of nonstock,numbered spare parts will be maintained at oversea 
stations. 
· c. ·Maintenance of equipment. Within their capabilities, mainte-
nance of equipment will be performed by l?ersonnel as8igned to Armed 
Forees radio and television facilities. Signal maintenance support 
for problems which are beyond these capabilities will be provided by 
Signal Corps elements of the major command concerned. 
47. Local procurement. Local procurement of authorized items 
of proj.ect material will be in accordance with existing J?olicy govern~ 
ing local purchasing. In determining the advisability of local prO': 
curement, consideration should be given.to.tl1e future availability of 
adequate maintenance supplies. and spare parts. ftoni lOcal sources. 
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SEOTION VIII 
TROOP INFORMATION REPORT (REPORTS CONTROL 
SYMBOL CINF0-10) 
48. General. a. Troop Information Report (DA Form 510) (Re-
ports Control Symbol CINF0-10) will be prepared as of the end of 
each fiscal quarter. The first report prepared under these regulations 
will be rendered for the period ending 31 March 1957. 
b. An initial distribution of DA Form 510 will be made to using 
units and agencies. 
49. Manner of reporting. a. All installations, activities, and 
organizations conducting troop information will submit reports not 
later than 15 days following the quarter being reported to the follow-
ing major commands. 
(1) Army Antiaircraft Command. 
(2) ZI armies. 
( 3) Military District of Washington. 
( 4} Major oversea commands. 
b. ZI armies, Army Antiaircraft Command, Military District of 
Washington, and major oversea Army commands will prepare and 
submit (letter of transmittal not required} consolidated reports not 
later than 30 days following the quarter being reported, as follows: 
(1) ZI a1'1niea arulMilitary District of Washingt011. Submit an 
original copy only to the Commanding General, United 
States Continental Army Command, ATTN: Information 
Section; and two copies to Chief of Information, Depart-
ment of the Army, Washington 25, D. C., ATTN: Troop 
Information Division. 
(2) A1'1ny Antiaircraft Oommand and major 01!eraea A'f1n1/ c0111r 
marula. Submit an original and one copy to Chief of Infor· 
mation, Department of the Army, Washington 25, D. C., 
ATTN: Troop Information Division. 
50. Instructions for preparation of report. a. Section I. A. 
Report the number of full-time civilians and military personnel as-
signed to troop information duties as of the end of the quarter. Full-
time military personnel refers to those military personnel whose troop 
information activity is a primary assignment. Personnel who are 
engaged in troop information activities as an additional duty will not 
he reported. 
b. Section /. B. Record obligations during quarter in appropriate 
columns by activity. Entries made in "Other" will be explained in 
"Comments" section of report. Nonappropriated fund expenditures 
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in connection with civilian enterprise newspapers will be included in 
"Other" column. 
o. s~ction !I. 
(1) Item A. For oversea commands only. Indicate whether 
weekly or daily and average circulation. 
(2) Item8 B, 0, and D. Indicate number of Army newspapers 
published (authorized and civilian enterprise); number of 
television outlets; and number of radio outlets, AM or FM. 
d. SectiOf'l I !I. Briefly indicate in narrative form the general action 
and specific outstanding actions taken by the command in support of 
certain specified Troop Information subjects, as directed by Depart-
ment of the Army. One copy of each publication produced by the 
command in support of troop information will be inclosed with the 
report. 
e. Secticn IV.-Oomments and recommendations. Include a brief 
description of problems encountered, and recommendations which, if 
adopted, will aid in achieving the objectives of Troop Information. 
Any inadequacy in distribution of troop information materials or 
publications should be noted. Explanation for expenditures reported 
as "Other" will also be included. 
[AG 353 (22 Oct 56) CINFO] 
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CIRCULAR} DEPARTMENT OF THE ARMY, 
No, 355-6 WASHINGTON 25, D. 0., 26 October 1956. 
Effective until 36 October 1951 unless sooner rescinded or superseded 
I ~ TROOP INFORMATION 
S'EPARATION OF TROOP INFORMATION AND TROOP EDUCATION 
1. Recent Department of the Army actions reassigned staff re-
sponsibility for the educational development of military J'ersonnel 
from the Chief of Information to the Deputy Chief of Sta for Per-
sonnel, and placed the office of the Chief of Information (including 
the troop information, public information, and civil liaison functions) 
directly under the Chief of Staff in the Department of the Army Staff 
organization. Comparable changes in staff organization throughout 
the Army Establishment are being implemented by appropriate 
directives. 
2. These changes are designed, through a more appropriate staff 
organization, to-
a. Facilitate the use of troop information as an integral part of 
command and leadership. 
b. Insure that public and troop information activities, as separate 
but equal staff sections under an information officer reporting directly 
to the commander or his chief of staff, are closely coordinated and 
mutually supporting. 
c. Insure that Army Education Centers perform command respon-
sive services and support Army-wide personnel procurement, train-
ing, and utilization objectives through standard civilian school 
courses of functional importance to the military profession. 
3. In furtherance of the above concepts the following actions have 
been initiated: 
a. Changes to manning tables, including TOE's and TD Staffing 
Guides, in accordance with the organizational concepts in paragraphs 
1 and 2 and the following: 
( 1) At regimental and battalion levels the officer previously as-
signed additional duty as troop information and education 
officer will perform both trOOJ.l and public information staff 
functions, and, in these capacities, function as a member of 
the commander's personal staff. 
(2) Implementation of the Educational Development of Military 
Personnel function, directly under the G1 (Sl) will be ac-
complished by carefully selected professional civilian per-
sonnel as follows : 
(a) Headquarters, Continental Army Command, Senior Edu-
cation Adviser (Consultant or Coordinator). 
(b) Headquarters, major oversea command, Senior Education 
Adviser (Consultant or Coordinator). 
(a) Headquarters, ZI armies and Military District of Washing-
ton, Senior Education Adviser (Coordinator or Adminis-
trator). 
(d) Headquarters, post, camp, or station, Education Advisers 
(Army EducatiOn Center administrators, and Test Con-
trol Officers) • 
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b. Revision of Army Regulations. AR 355-5, Troop Information, 
and AR 621-5, General Educational Development, superseding AR 
355-5, AR 355-20, and AR 355-30, all dated 10 August 1955, will be 
published and distributed at an early date. 
c. Appropriate revisions to the militarY. occupational specialties 
in the information and education fields will be accomplished in ac-
cordance with the organizational and occupational considerations 
given above. 
d. Revision of TM 28-210, Troop Information and Education. 
e. Revision of FM 101-5, "Staff Officers' Field Manual: Staff Or-
ganization and Procedure," to reflect changed organizational concepts. 
f. Deletion of MOS-d1rected troop education training from the 
Army Information School curriculum effective with class cycle begin-
ning 22 October 1956. 
g. Effective with the first class cycle after 1 January 1957, two 
courses only will be offered at the Army Information School, one for 
information officers, and one for enlisted information specialists. 
4. Commanders will take appropriate action to--
a. Discontinue use of the terms, "Troop Information and Educa-
tion" and "TI&E." "Troop Information" and "Educational Develop-
ment of Military Personnel" will be applied to the separate activities, 
and "Information Activities" applied to embrace both troop and 
public information. 
b. Effect reorganization necessary to implement organizational con-
cepts in paragraphs 1 and 2. 
c. Reorient troop information and the program for the educational 
development of military personnel in accordance with the above 
concepts. 
5. To implement actions outlined in paragraph 4, commanders are 
authorized to make the necessary changes in TOE organizations pend-
ing publication of revised TOE's. 
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*AR 360-83 
ABMY REGULATIONS} 
No. 360-83 
DEPARTMENT OF THE ARMY 
WASHINGTON 25, D. C., 25 August 1955 
PUBLIC INFORMATION 
ARMY HOME TOWN NEWS CENTER 
OFFICE CHIEF OF INFORMATION AND EDUCATION 
Pat·agraph 
General ------------------------------------------------------------ 1 
Jrunctions ----------------------------------------------------------- 2 
Routing of materiaL------------------------------------------------- 3 
1. General. The Army Home Town News Center has been estab-
lished (sec. II, GO 48, 1951) to improve, supervise, and control the 
flow of informational material to home town news media. It will 
operate under the supervision and control o£ the Chief of Information 
and Education, Department of the Army. 
2. Functions. The Center will-
a. Receive evaluate, and edit all home town news and feature stories 
from the field in order to obtain the maximum reader interest from 
each release and to insure that each release is appropriate as to style 
and content. 
b. Provide liaison to insure that field public information officers are 
properly advised of the use made of their material (to include collec· 
tion and distribution o£ clippings), and also to instruct them through 
a periodic publication, as to the type of material being sought by the 
Center. 
c. Maintain a library of ready·reference background material. 
d. Receive and evaluate photographs from the field and edit all 
written matter appended to each photograph. 
e. Provide plastic engravings of photographs with text material. 
f. Reproduce the necessary number of photographic prints to ac-
complish the most effective distribution. 
g. Receive, evaluate, edit, and reproduce scripts, take interviews, 
and television sequences. 
h. Make maximum and expeditious distribution in final form of 
all material processed at the Center. When communities are repre-
sented by more than one media, service all media in the distribution. 
The only media to be serviced by the Center are media requesting 
the Center's service. This mailing list should be compiled by survey 
letters and written requests from media. 
3. Routing of material. a. All field public information officers, 
both in the continental United States and overseas, are authorized 
to send all home town material direct to Commanding Officer, Army 
•These regulations supersede AR 360-20, 8 Aprill952. 
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Home Town News Center, 601 Hardesty Avenue, Kansas City 24, 
Missouri. 
b. DA Form 15~6 (Personal History For News Release) will be 
nsed in forwarding all home town material to the Army Home Town 
News Center. This form will be available on or about 1 October 
1955 and may be requisitioned through normal publications supply 
channels. Only one copy of DA Form 1526 for each news release 
is required. Carbon copies will not be accepted. 
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1. General. The Army Home Town News Center has been estab-
lished (sec. II, GO 48, 1951) to improve, supervise, and control the 
flow of informational material to home town news media. It will 
operate under the supervision and control of the Chief of Information 
and Education, Department of the Army. 
2. Functions. The Center will-
a. Receive evaluate, and edit all home town news and feature stories 
from the field in order to obtain the maximum reader interest from 
each release and to insure that each release is appropriate as to style 
and content. 
b. Provide liaison to insure that field public information officers are 
properly advised of the use made of their material (to include collec-
tion and distribution of clippings), and also to instruct them through 
a periodic publication, as to the type of material being sought by the 
Center. 
c. Maintain a library of ready-reference background material. 
d. Receive and evaluate photographs from the field and edit all 
written matter appended to each photograph. 
e. Provide plastic engravings of photographs with text material. 
f. Reproduce the necessary number of photographic prints to ac-
complish the most effective distribution. 
g. Receive, evaluate, edit, and reproduce scripts, take interviews, 
and television sequences. 
h. Make maximum and expeditious distribution in final form of 
all material processed at the Center. When communities are repre-
sent<ld by more than one media, service all media in the distribution. 
The only media to be serviced by the Center are media requesting 
the Center's service. This mailing list should be compiled by survey 
letters and written requests from media. 
3. Routing of material. a. All field public information officers, 
both in the continental United States and overseas, are authorized 
to send all home town material direct to Commanding Officer, Army 
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Home Town News Center, 601 Hardesty Avenue, Kansas City 24, 
Missouri. 
b. DA Form 1526 (Personal History For News Release) will be 
HRed in forwarding all home town material to the Army Home Town 
News Center. This form will be available on or about 1 October 
1955 and may be requisitioned through normal publications supply 
channels. Only one copy of DA Form 1526 for each news release 
is required. Carbon copies will not be accepted. 
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1. General. The Army Home Town News Center has been estab-
lished (sec. II, GO 48, 1951) to improve, supervise, and control the 
flow of informational material to home town news media. It will 
operate under the supervision and control of the Chief of Information 
and Education, Department of the Army. 
2. Functions. The Center will-
a. Receive evaluate, and edit all home town news and feature stories 
from the field in order to obtain the maximum reader interest from 
each release and to insure that each release is appropriate as to style 
and content. 
b. Provide liaison to insure that field public information officers are 
properly advised of the use made of their material (to include collec-
tion aud distribution of clippings), and also to instruct them through 
a periodic publication, as to the type of material being sought by the 
Center. 
a. Maintain a library of ready-reference background material. 
d. Receive and evaluate photographs from the field and edit all 
written matter appended to each photograph. 
e. Provide plastic engravings of photographs with text material. 
f. Reproduce the necessary number of photographic prints to ac-
complish the most effective distribution. 
g. Receive, evaluate, edit, and reproduce scripts, take interviews, 
and television sequences. 
h. Make maximum and expeditious distribution in final form of 
all material processed at the Center. When communities are repre-
sented by more than one media, service all media in the distribution. 
The only media to be serviced by the Center are media requesting 
the Center's service. This mailing list should be compiled by survey 
letters and written requests from media. 
3. Routing of material. a. All field public information officers, 
both in the continental United States and overseas, are authorized 
to send all home town material direct to Commanding Officer, Army 
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Home Town News Center, 601 Hardesty Avenue, Kansas City 24, 
Missouri. 
b. DA Form 1526 (Personal History For News Release) will be 
nRed in forwardin,g all home town material to the Army Home Town 
News Center. This form will be available on or about 1 October 
1955 and may be requisitioned through normal publications supply 
channels. Only one copy of DA Form 1526 for each news release 
is required. Carbon copies will not be accepted. 
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WAR DEPARTMENT 
BUREAU OF PUBLIC: RF.LATIONS 
WASHINGTON 
June 3, 1946 
Dear General Parks: 
On May 1, 1946, at the inv,i.tation of you and Lt. Gen. J. 
Lawton Collins, Director of Information, and through arrange-
ments made with Mr. Roy W. Howard and Mr. John Sorrells, 
of the Scripps-Howard Newspapers, I undertook to make a sur-
vey of the operation of the Bureau of Public Relations of the 
War Department. 
The report on that survey is transmitted herewith. It is 
divided in two parts . The first part deals with general policies 
and operation of the Bureau. The second part concerns specific 
applications of policies and operation methods. I hope that the 
report will be helpful. 
I want to take this opportunity to commend General Col-
lins, you, and others who are directing the Bureau for your 
sound purposes and principles in seeking to conduct the War 
Department's public relations in the best interest of both the 
Army and the American people. Given cooperation from other 
divisions of the War Department, I believe you are bound to 
be highly successful. 
Sincerely yours, 
s/s JACK H. LOCKHART 
Jack H. Lockhart 
Civilian Consultant 
Maj. Gen. F. L. Parks, USA 
Director, Bureau of Public Relations 
War Department 
Washington, D. C. 
AIS 
Oct 55 
WAR DEPARTMENT 
Bureau of Public Relations 
PRESS BRANCH 
Tel. - RE 6700 
Brs. 3425 and 4860 
IMMEDIATE 
April 30, 1946 
RELEASE 
SCRIPPS HOWARD EXECUTIVE TO SURVEY 
WAR DEPARTMENT BUREAU-OF PUBLIC RELATIONS 
A survey of the efficiency and serviceability of the War 
Department's Bureau of Public Relations will be made during 
the next 60 days, Lieutenant General J. Lawton Collins, Direc-
tor of Information, announced today. 
The survey will be made by Jack H. Lockhart, assistant to 
John H. Sorrells, executive editor of the Scripps-Howard News-
papers, and former assistant director in charge of the press 
section of the Office of Censorship under Byron Price. Mr. 
Lockhart, who is being loaned by Scripps-Howard for the job, 
will serve as a civilian consultant to Major General Floyd L. 
Parks, Director, War Department Bnreau of Public Relations. 
"We want no liarriers to information between the Army 
and the people," General Collins said. "If Mr. Lockhart finds 
any, we will try to cut them down." 
Mr. Lockhart invited the communication to him of any 
suggestions of complaints. 
END 
DISTRIBUTION: Aa, Af, B, Da, Dd, Dm, N. 
9:15A.M. 
PART I 
1. Civilian direction of Army public relations has been pro-
posed, and considered by the War Department. At levels un-
der the Secretary of War military direction of public relations 
prevails. 
2. This gives the Army peacetime practice in war condi-
tions. The Army will always find it hard to live happily with 
the press, the radio, periodicals, book publishers, motion pic-
tures and such bridges between the Army and the public, no 
matter what national and world conditions may be; but it is 
highly difficult for the Army and these agencies of the public 
to get along in war. In a democracy, they have to get along 
if the war is to be won. 
3. Direction of public relations has to be either civilian 
or military; joint civilian-military direction will not work be-
cause there is no such thing as coordinate authority. This does 
not preclude the employment of civilian ability in carrying out 
military direction. 
4. With military men directing public relations, they need 
to understand the essentials and more about public relations. 
5. One difficulty is that officers who are trained to make 
quick decisions involving the life and death of men and the fate 
of their country, and to readily assume responsibility, often 
fear "sticking out their neck" when it comes to public relations. 
6. This hesitancy may come from a lack of confidence by 
Army officers in getting the same support from superiors in 
public relations matters that they expect in combat decisions. 
They should be able to expect to be backed up for action, if not 
for decision, from the highest level down, in public relations 
as well as in other military duties. 
7. Too, men generally avoid the unknown, and shyness to-
ward public relations among Army officers may result from 
the officers' lack of knowledge of the public agencies and how 
and why they operate. 
8. The press, radio, periodicals, motion pictures, book pub-
lishers are not agencies of Government. They are privately-
owned public agencies. There is no compulsion in our Nation 
that requires these public agencies to be for the Government, 
the. President, or the Army, to support them or further their 
work. Opposition can be honest and sincere, and it can be 
helpful. 
9. The fact is only that these agencies are in the business 
of furnishing news, enlightenment and entertainment to the 
public, and that the Army is one source of news, enlightenment 
and entertainment. 
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The Army will be a source with or without Army coopera-
tion. 
10. The surest thing is that the unfavorable that may be 
in the source will get to the public, as well as more or less of 
the favorable. To choke off the unfavorable and give the pub-
lic only the favorable about the Army is impossible; it won't 
work. One reason is that this procedure increases the news 
vabe of the unfavorable and decreases interest in the favorable. 
11. The source must be made as sound as possible, and the 
unfavorable acknowledged. The favorable side should be told 
full)·. Then the Army and the people can say with honesty and 
conviction: This is the Army. And it will be the whole story. 
12. If the Army is good, the story will be good-and pub-
lic relations will be good. If the Army is bad, the story will 
he bad and the result bad. In the end, public opinion about 
the Army reflects what the Army itself is. That is the whole 
secret of Army public relations. · 
13. All any public relations group of the Army can do, in 
the long run, is present the Army as it is, not as it ought to be 
or would like to be. No more 'than that can be expe_cted, or 
achieved. 
14. This truth is difficult for some Army personnel to rea-
lize and accept. They want the Army to be an ideal army, a 
perfect army, in the public mind, no matter what it may be in 
actuality. This desire for a paper army of perfection only is 
a sure course to an army rotten in fact. 
15. In telling the story of the Army, the Secretary of War, 
a ciYilian, should be the front-runner for War Department pub-
lic relations in all respects. To do this the Secretary must be 
fulh· informed on the War Department and its activities, and 
mu~t speak out. 
16. The Chief of Staff, the military head of the Army, 
shoeld talk frequently and frankly to the people about the state 
of the Army. 
17. The Secretary of War and the Chief of Staff, and their 
a•sistants, should inform the Bureau of Public Relations 
promptly of any information they release, since the Bureau 
frequently will. be asked to confirm their action and to furnish 
additional details. 
18. The Director of Information and the Director of the 
Bureau of Public Relations should be what their titles desig-
nate. Nobody should stand between them and their superiors, 
the Secretary of War and the Chief of Staff, and they must 
ha ,-e the complete confidence of their superiors. To do a good 
.iob in public relations, the Directors must know what is going 
on in the War Department, and why. 
2 
19. The Director of Information and the Director of the 
Bureau of Public Relations should participate in all War De-
partment policy planning and decisions. And they should be 
given time to prepare before policy is broken in the face of the 
public, Congress and Army personnel. In this, as in other 
.Army action, preparation should precede operation. Explana-
tion should set stage for incident, not follow it tardily and 
weakly. ' 
20. General Eisenhower has said that public relations are 
a command concern. -To maintain good public relations should 
be a command mission throughout the Army. Command in-
difference, neglect, ignorance, abuse, or opposition to public 
relations can make futile the work of the most able and hard-
working PRO or public relations group, can quickly tear down 
more good will than subordinates can ever build up. Army 
command always has itself at its own mercy when it comes to 
public relations. 
21. The people have turned on the Army since the war, it 
is true. But to some extent that is because the Army, after 
close contact with them during the war, has turned away from 
the people . The Army has to live with the people, work with 
them, play with them, and have contacts with them. If it 
doesn't, the Army will have no public relations. 
22. Don't let the Army retire to obscurity now that the 
war is over. Constantly present it to the public. The motto 
might be: The Army-Not In Its Shell But On the Half-Shell. 
23. Public relations must be cultivated and pruned. They 
are not an odd job. They won't grow without intelligent ·at-
tention. And weeds will grow into them unless they are worked 
over at frequent intervals. You can't furlough your public 
relations or demobilize them until you need them--or they won't 
be there when you need them, and you'll have to start from 
scratch. And that causes a lot of scratching. 
24. Public relations are difficult to channel-ize or routine-
ize; Public relations are fluid, can change even from hour to 
hour and usually do from day to day. There must be some 
responsible improvisation in handling public relations, and a 
general attitude of quick response and reaction. Tradition, 
precedent, prejudice, established practice and such growths 
from the past must be constantly challenged lest they impede 
public relations without good reason and protect inertia. 
" 25. Public relations should be decentralized as much as 
: possible. But this requires careful coordination and super-
vision to prevent conflicts in opec-ation. And decentralization 
can tend toward boon-doggling and feather-bedding. Trite 
as it is, quality and not quantity should be the rule; in other 
words, all the news about the Army, no crap. 
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26. Public relations cost money, in the case of the Army, 
the taxpayers' money. They should be worth what they cost, 
to everybody. 
27. Maintaining good public relations requires Intelligence 
and good judgment. It is not a job for incompetents or misfits. 
Nor can it .be a sideline. The more experience that is brought 
to the job, the better. Study of the problems involved and 
training can be helpful. But most important of all is posses-
sion and application of common sense. . 
28. The combination of these qualities, or the ability to 
acquire them, will be found only in the highest character of 
personnel. None but this type of personnel should be assigned 
to public relations. They will need all of their ability to carry 
out their work not only with the public but with their fellow 
officers. 
29. The assignment of personnel who cannot think and 
who live rigidly by regulations should be especially avoided. 
30. Four essentials in maintaining public relations are : 
Accessibility, Frankness, Speed, Authority. 
31. A responsible source for information about the Army 
must be available at all hours of the day and night, seven daya 
a week. 
32. Responses to requests for information must be full and 
complete, no half truths. 
:!3. Operations must be carried on with snap. . Speed is of 
grea~r importance to news agencies than it is even to the 
Army. The necessity for speed in dealing with news matters 
cannot be over-emphasized. 
34. The spokesman for the Arniy must be someOne not 
likely to be reversed two hours later. · 
35. Administrative success in maintaining public reiatiou& 
lies in simple, fundamental things : answering queries and 
correspondence promptly, telling the whole truth, abolishing . 
buck-passing, presenting facts intelligently, understanding 
news operations, wor)l. courtesy, aggressiveness, frankness . 
.16. All of these general, and rather obvious, ob...enatlons 
boil down to the following procedure for carrying DD Army 
public relations. . .· . . .. · 
A. Decentralizal public relations maintained · by cap.. 
able, trained personnel with command support in carrying out 
an aggreasive information program initiated and supported by 
the Bureau of Public Relations. 
R Alertness in the Bureau of Public Relations and 
close cooperation from all War Department levels to assure 
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that Army policies and activities are carried out so as to gain 
maximum public benefit. 
C. Collaboration of the Bureau of Public Relations in 
all War Department policy and activity planning, and prepara-
tion of the public. 
37. Some suggestions regarding the present and future ap-
plication of this procedure are made in the attachment to this 
general report. 
38. Early in my stay here the following definition was 
worked out for the meaning and purpose of Atniy public· rela-
tions: 
A. The United States Army is part of the United 
States, made up of people of the United States who live 
with people of the United States. The relations of Army 
people to the people with whom they live are the relations 
as between neighbors. The relations can be good. for rea-
son, or bad, for cause. 
B. The United States Army is also a public utility, 
serving the people of the United States in a vital way. As 
a public utility it has a character and reputation that paral-
lel the character and reputation of the individual people 
who make up the Army. 
C. The reputation and character of neither the Army 
as a utility nor the people who make up the Army can be 
bad without reflecting on the other. The relations between 
Army personnel and their neighbor people are in the hands 
of each individual member of the Army. The relations be-
tween the Army as a utility and the people of the United 
States are a command concern of the Army. 
D. It is the responsibility of each Army individual to 
build his own character and reputation in his community. 
It is the responsibility of Army command to build the 
Army's character and reputation in the Nation. The dis-
charge of these responsibilities in the best possible manner 
constitutes Army public relations. 
39. This definition and the principles set out in this report 
are high purposed. They mean nothing unless they are ac-
cepted and implemented by officers in every department, divi-
sion, branch and section of the Army, not only by officers as-
signed to public relations. Good public relations won't be 
brought about by intentions or endorsements or half-hearted 
cooperation. They grow out of the whole Army and it will 
take the active cooperation of the whole Army to make them 
flourish. 
40. The principles and program set out in this report are 
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for maintaining public relations by the Army in a nation at 
peace. In time of war, security becomes paramount and there 
will necessarily be a shifting of the center of gravity. 
41. Since this is so, the Director of Information and the 
Director of the Bureau of Publlc Relations have an important 
present duty in relation to the future. They must prepare to 
maintain public relations and continued public support for the 
Army when security is controlling. 
42. This is a difficult but vital job. It means considera-
tion and planning now for operations under war conditions. 
43. Coordination and release of information about an ex-
panded Army-Censorship of the press and radio-Accredita-
tion and handling of correspondents-Information policies re-
garding prisoners of \Var-Review practices-Handling of com-
muniques-Policies regarding soldier mail-Constant and in-
telligent revision of stops-And, above all, a realistic deter-
mination of what constitutes security. 
44. These are problema that should be considered now. For 
when war comes, there is no time. And public relations suffer 
accordingly and the war effort is impeded because these infor-
mational planning duties have not been carried out in advance. 
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PART II 
1. The following observations, suggestions and comments 
are offered as a supplement to the general report on Army pub-
lic relations, and are intended as specific applications of prin-
ciples set out in the general report. 
-o-
2. Personnel assigned to public relations must develop a 
genuine liking for and interest in their work, news people, and 
news mediums. News people are quick to detect the officer 
who is dealing with them at arm's length with mental scorn, 
and only because he has been assigned to the job. 
3. Public relations officers should read "Editor and Pub-
lisher" regularly and promptly. They should attend local, re-
gional and national editorial meetings of all kinds, mix with 
news people, visit news offices, familiarize themselves with 
news operations and practices. 
4. In Washington, such men as the bureau chiefs of the 
three principal news associations, the editors and managing 
editors of the four newspapers, the officers of the National 
Press Club and the Gridiron Club should be the friends of the 
principal War Department public relations officers, and fre-
quent contact should be had with them. 
5. I suggest that it would be good operating practice for 
the heads of the Bureau of Public Relations to take the press 
and radio gallery listings in the Congressional Director~·. and 
methodically work through them, making a personal contact 
with each newsman listed. 
6. T)le chiefs of bureaus for principal newspapers outside 
Washington, and the bureau personnel of national ma.o:azines, 
should receive special attention. The value in public relations 
of such personal contact and friendship cannot be over-empha-
sized. 
7. PROs in the field should follow the same practice in 
their localities. 
-0-
8. I have suggested to the group headed up by Colonel 
Fielder that what the Bureau most needs, i,n my opinion, is a 
desk-chained watch-dog to be alert at all times for news develop-
ments affecting the Army, to decide what action should and 
can be taken, and to initiate that action promptly. 
9. This man-eall him watch-dog, trouble-shooter, city 
editor, news seismograph or Public Relations G-2-would have 
no other duties than to receive, within minutes of their distri-
bution, significant news items affecting the Army from t:1e 
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news wires, radio news broadcasts and commentators, the local 
newspapers edition by edition, and all other possible sources. 
10. With the items in hand, this man would decide whether 
an answer, a denial, explanation, investigation, or further in-
formation was called for. If any of these were necessary, he 
would get the item, with the indicated course of action, im-
mediately to the proper person in the Bureau for handling. 
11. This man would not himself prepare the answer, de-
nial, information, etc., but would immediately turn his atten-
tion to upcoming items. Quick action and constant attention 
would be his orders. He would never leave his post unattended, 
would not be subject to conferences or anything else that would 
take him away from his duty. 
12. The Director and the Deputy Director have too many 
calls on their time and attention to permit them to do this job, 
in my opinion, however much they might try. They probably 
would welcome the feeling that somebody capable was watching 
everything and doing something about it if any doing was re-
quired. 
13. If an item appeared in the noon edition of one of the 
Washington newspapers that reflected on the Army and the 
Army's public relations, this man would spot it within minutes 
after the edition is available. He would suggest that the facts 
behind the item be examined. If the facts eliminated or di-
minished the reflection, a press release explaining the true situ-
ation might be in order within a matter of hours. If the re-
flection was just,the Army might want to announce it would do 
something about the situation, again in a matter of hours. 
14. This man would not follow through on the action taken, 
but would initiate the matter speedily. If an important story 
appeared quoting an "Army spokesman," and that spokesman 
was unknown to the Bureau, this man would get the Bureau 
into action to find out who the spokesman was. That is infor-
mation the Bureau needs and should get for itself before some 
newsman asks for identification of the spokesman. 
15. I feel that the creation of such a job would do more to 
!Jring the Bureau alive and add speed and efficiency to its 
operations than any one other thing. 
-o-
16. I suggest that an order be issued directing all com-
manding officers not to bar newsmen, including radio newsmen 
and photographers, from any area under their jurisdiction with-
out immediately and fully informing the Director of BPR of the 
circumstances and the reason for the action. 
17. Personally, I believe the order should direct commanc-
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ing officers never to bar newsmen. But I suppose this is im-
possible. Certainly the barring action should be used rarely and 
only with the approval of BPR. In 99 cases out of a hundred, 
such barring action is not necessary, and it is never desifable 
from a public relations point of view. 
18. Commanding officers who try to bar newsmen from 
the scene of accidents, riots, mutiny and the like seldom accomp-
lish much other than the creation of ill will and more promin-
ence and interest for the happening than it would normally 
have. 
1a. The Army, after all, is part of the United States and 
should play the game by the same rules the rest of us play it. 
The caste system causes as much friction between groups as it 
does between individuals. 
-o-
20. While the material is still readily available, BPR might 
want to make a study of the handing of the news of the atomic 
bomb. I am fairly familiar with how this was set up and handled, 
and I think it affords a good example of public relations pre-
paredness, coordination, adequate background, etc. Such a study 
might prove profitable if BPR is called on to handle a major 
news event. 
-o-
21. There is a feeling among some newsmen covering the 
Bureau that the Bureau does not protect the security of their 
inquiries. That is, a newsman will ask individually and ex-
clusively for information on a subject. Perhaps the subject is a 
hot one and the answer is hot. Instead of giving him the answer, 
the Bureau calls a press conference and gives the answer gen-
erally. The newsman who asked the original question sees his 
initiative thwarted, and turns away from the Bureau. He tries 
to get the answers elsewhere, by-passing the Bureau. 
-o-
22. I think the bureau should consider the establishment of 
branch offices in New York, because of its importance as a news 
center, and Los Angeles. These would be direct branch offices 
of the Bureau and not part of some other command. They would 
be in quick and constant contact with BPR. 
-o-
23. I am told that a recent press association inquiry to the 
Bureau about facilities for an emergency operation overseas on 
a news correspondent was referred to the Surgeon-General who 
brushed off the inquiry and gave no satisfactory information. 
This buck-passing is damaging to the Bureau and to public re-
lations. This is a case where the Bureau should have gotten the 
answer fully and promptly and given it to the press association. 
Such consideration pays off heavily in public relations. 
-0-
•24. The popular Army news map service seems to have 
been discounted. Why can't it be picked up, say on a once-a-
month basis, for distribution to the press and a limited group 
of others who can use it for news background. A current map, 
for instance, might cover the situation in China, or in Iran. Or 
redefine the occupation zones in Germany and the distribution 
of troops. Or show the distribution of troops in Japan. These 
are all things of interest to the public that reflect on the job the 
Army has to do, and they would tend to swing the public in be-
hind the Army. 
-o-
25. I would ban the use of "no comment" by anyone in the 
Bureau in answer to inquiries. If the Bureau is asked some-
thing, it should answer, say it doesn't know but will get the 
answer, or explain why it can't answer. A "no comment" from 
the Bureau is a challenge to any newsman to try to get the 
information somewhere else. If the newsman does get the in-
formation elsewhere, the Bureau is left flat on its face in a 
·ridiculous position. The "no comment" phrase is a slick ans-
wer and a wholly unsatisfactory one. It may be all right for 
presidents, prime ministers and kings, but it is not becoming 
to lesser persons. 
-o-
26. Someone from the Bureau should be constantly travel-
ing the field, talking to field PROs about their problems, get-
ting their views, inviting their suggestions, bringing back their 
ideas to BPR. One of the major jobs of sucli a traveler would 
be to locate unsympathetic and non-cooperative CO!< and to 
make suggestions for their education. 
-0-
27. Field PROs should be encouraged to maintain frequent 
contacts with BPR, they should be provided with general sug-
geetions for public relations programs, their suggestions should 
receive prompt and careful consideration in BPR. These field 
PROs are the men on BPR's team; BPR should know t!1em, 
how they play, and what rules their CO is forcing them to play. 
BPR should be a headquarters, a service headquarters, for the 
field PROs. 
- 0--
23. Periodic spot checks by an experienced Army 1W\\':':tn<t~ 1 
should be made of the output of field PRO officc3. If thev "re 
going in for quantity instead of quality, they shoulLl lle ct?'t off. 
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If their output is shoddy and not a credit to the Army, steps 
should be taken to improve it. If they are not active, they 
should be spurred. Outside opinion as to the operation of the 
local PRO offices should be obtained from local editors and 
press association correspondents. BPR should be constantly 
alert and working to find the weak spots and the unfavorable 
spots, and eliminate them. 
-0--
29. I like the idea of the PRO school at Carlisle Barracks, 
and think it is a step in the right direction. As I understand 
the instruction program there, it might be wise to have greater 
participation of civilian newsmen. This might be well handled 
by having a radio news commentator, a managing editor or city 
editor, a photographer, a news magazine man and a woman's 
editor spend a weekend at the school in a seminar that would 
allow plenty of time for the PROs to hear the civilians, ask 
them questions, hear them discuss problems in a forum, etc. 
Properly planned and handled, this should he interesting and 
helpful to the PROs. 
-0-
no. Some control should be set up to assure that PROs 
gradunted from the school continue in PRO work and are not 
shunted to other jobs. And BPR should be able to assure the 
PROs that PRO work will not be a sidetrack as far as promo-
tion is concerned, and that good work will be recognized b~· 
promotion and better assignments. 
This would require that some check be kept in BPR of 
where PROs are, what they are doing, how they are doing, etc. 
-o-
31. The following suggestion has been made to me, and I 
think it h~ a good one. 
"With regard to the period between wars, it seems to 
me that Army public relations needs for this period something 
like a 'promotion department' which could serve to humnnize 
the Arm;- and its personalities and functions. It would thereby 
get better cooperation from all concerned in the enmt of another 
wnr and would make any selective service process a lot easier. 
It could do all sorts of things to keep the public interested, may-
be take a leaf or two from the National Guard's book. The 
latter is able to keep a large segment of the public interested 
over the years with the many activities in its armories through 
pc.T.'Wnal pw-ticipation. That sort of thing carries even more 
good will than an occasional presentation of a thumb-nail sketch 
cf General Whosis as a jolly character in carpet slippers iu his 
cozy living room between wars, or publicizing the fact that one 
h1 ten thousand men was enabled by a PRO to get home in time 
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to see his dying dog, rushed half way around the world by spe-
cial plane, etc." 
-o-
32. Along the line of the preceding suggestion, some ideas 
for possible promotion of the Army follow: 
Visitors come to Washi.ngton from all over, in groups 
and singly, to see their Nation's capital and how their Govern-
ment works. They go to various spots of interest. They go to 
the FBI and take a tour through that Government department, 
have their finger-prints taken, see the crime laboratory, the 
pistol range, etc. They go away impressed by the FBI and 
proud of it. But I don't see any visitor groups making tours 
through the Pentagon Building or learning anything in Wash-
ington about the. Army that they can be proud of. A little 
planning and arranging might result in setting up a Pentagon 
tour, maybe once daily, that could show visitors the headquar-
ters of their Army in Washington, a few interesting exhibits, 
etc. They'd feel closer to the Army as a result and might like 
it better. The Navy reverses this suggestion by taking battle-
ships and carriers to the people, but the Army is away ahead 
of the Navy in Washington for possibilities in carrying out 
this idea. 
33. Another possibility would be the establishment, as near 
the center of Washington as possible, of a show camp, to oper-
ate the year 'round as an example of how the Army lives, trains 
and works. This camp should be a model one, of course, but 
need not be large. It would have in use and on exhibit as much 
Army equipment as might be possible. It would be manned by 
picked men, both enlisted and officers, who would be rotated 
in and out of the camp, perhaps as a reward for superior per-
formance. This would be the Army's showcase to the people 
of Washington and people who visit Washington. Drills, etc., 
would be carried out on regular schedule, publicly. 
34. All ceremonies would be observed to full degree and 
the public would be invited to witness flag raising and lowering, 
changing of the guard, inspections, etc. Bugle calls should be 
used as much as possible, and a band. Make this something 
that kids would clamor to see and that their parents would like, 
too. I believe this could be done with from 200 to 500 officers 
and men, and I believe it would be well worth it. 
35. I think the Army missed a promotional opportunity 
when it did not get a company of military police or some de-
tachment at the UN meeting in New York. The Marines were 
there, doing guard duty, and they got a lot of mention in the 
New York press and were in a lot of the UN pictures. But no 
Army. It shouldn't have been hard for the Army to help direct 
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traffic or do something around the meeting that would have let 
the public know there is an Army. 
36. The Army does a pretty good job of presenting officers 
and War Department digni~ries to the public on Army Day. 
But the program could be given a fillip if there were greater 
participation of enlisted men and civilians of high and low de-
gree. In fact, I t):link the Army would do well on all occasions 
when it furnishes speakers to send out an able enlisted man 
with every officer. Let them share the speaking program. 
This would be good for the enlisted men, it would be good for 
the Army, and it would be good for both with the people. 
37. Civilian inspection of Army installations and partici-
pation in Army activities should be encouraged in every way. 
During the war the Army let civilian leaders go through a day 
or a weekend of Army training. If they lived through it, they 
had a finer appreciation of the Anny and its men. Let the 
civilians see and know by actual experience what the Army is 
doing in peacetime. 
38. Participation of Army teams in athletic events, and 
use of Army installations as centers for athletic leagues, in-
cluding both Army and civilian teams, should be general prac-
tice. It might be a good idea to hold an annual Army (Olympic) 
Games, rotating the site among various principal U.S. cities 
and timing the games for some local carnival, fiesta or similar 
celebration. At these games the Army could get its champion 
marathoner, sprinter, boxer, fencer, etc., with both officers and 
men competing. With a little handling and promotion, this 
could develop, I think, into a major sports event, and its bene-
fits would extend clear back to every post and installation on 
a year 'round basis. 
39. The Army band should tour principal cities constantly 
and in Washington in the summer it should play outdoor con-
certs. 
40. Army units should parade often. 
41. Army maneuvers should be planned for show as well 
as training. Don't hold them in the center of a desert unless 
it is absolutely necessary for training. Invite newsmen to the 
maneuvers and see that they have proper facilities. ·Explain 
to the public what the objectives are and what goes on from 
hour to hour and day to day. This was done in the early days 
of the war, and it is not necessary to say that it was highly in-
teresting· to the public and effective in behalf of the Army. 
Civilian leaders should be invited to witness the maneuvers. 
With some promotional planning, these maneuvers can be turned 
into a little war which the public will follow interestedly. 
42. In addition to Army Day, the Army should tie in with 
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appropriate holidays in a way that will present the Army to 
the public. Washington's birthday, Lincoln's birthday, Memor-
ial Day, the 4th of July, Armistice Day are all holidays that 
have a military background, and the Army can integ-rate itself 
into community Thanksgiving and Christmas observances. 
43. There are literally hundreds of other ways in which 
the Armv ran be legitimate!~·. and with benefit to everybody, 
promoted with the ·public. But this is not going to hapnen un-
less a definite policy to make it happen is adopter!, and unless 
ability anrl time are given to the .iob. If the job was done, even 
half-we.y riO'ht, there is no rloubt that the Army would rerrp 
great benefits. 
-o-
44. I believe that the Army should find within its ranh 
and develop a military writer who would do a military column, 
probably weekly, for general distribution to the press and radio. 
This column would deal, in language understandable and in-
teresting to the layman, with military developments, weapons. 
tactics, etc. It would not be a propaganda column but would 
stick to factual reporting of military news. Photographs to • 
illustrate this column should be available when necessary, as 1 
in the case of new equipment. And the pictures should not be 
inert but should have life. This writer might re\•iew famous 
battles, with diagrams showing as simply as possible what 
happened. His purpose, in general, would be to keep alive in 
the public interest in the military. 
-0--
45. In all of its public relations the Army must remember 
that all the fine words that may be said or printed about the 
Army can -be undone by one incident reflecting unfavorably on 
the Army. The public in the long run will judge the Army not 
by what it says but by what it does. Incidents ha\·e more im-
pact than words and are longer remembered. The Army must 
do all it can, as a public relations job if for no other reason, to 
prevent unfavorable incidents happening. When they do haP-
pen, and they will in spite of all that may be done, they should 
be acknowledged and cleaned up promptly. 
46. From my observations of BPR, one of the things most 
needed is two or three good legmen constantly at work in the 
Pentagon Building, pushing their way into War Department 
offices, finding out what is going on in the War Department 
and the Army, and turning it in as news to BPR. It is apparent 
that BPR is not .receiving full cooperation from other War De-
partment branches. This generally does not result from any 
unwillingness to cooperate, but from the fact that most of the 
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time the officers working on a policy, project or activity do 
not recognize that it is news. So the Bureau never learns of it 
or learns too late. And the Army misses another chance t~ 
favorably present itself to the public. 
-o-
47. From the viewpoint of public relations, present opera-
tion of the Analysis Branch of BPR warrants consideration. 
A. Much of the present work of this branch does not 
contribute to furthering public relations, but instead is a sort 
of Reader's Digest service for the benefit of Army officers. 
In this work aR a service bureau for the Army internally, the 
Analysis Branch is doing more of a library job than " public 
relations job. 
B. Generally, the attention of the Analysis l:lranch is 
directed backward, not forward. It largely determines what 
public opinion already has developed; practically nothing is done 
toward making public opinion. Some checks on existing public 
opinion is necessary as a basis for planning action. But as far 
as BPR's prime mission is concerned, the most accurate and 
thorough check on public opinion is meaningless unless it serves 
as the basis for aggressive informational action. There is no 
evidence of this in BPR or the Analysis Branch. 
C. On the premise that if it doesn't affect public rela-
tions, it isn't a BPR function, a curtailment program for the 
Analysis Branch was drawn up and discussed with the head of 
the branch. 
D. The branch head convincingly pointed out that much 
of the work of the Analysis Branch might be justified as im-
proving the relations of BPR with the remainder of the War 
Department; that much of the work is done on direct order 
from high levels because no other War Department section can 
do it; that much of the work does contribute finally, in an 
indirect way, toward public relations; and that much of the 
work,. having been done for a period of time, cannot now be 
discontinued without prevailing protest. The branch head also 
pointed out that there has been curtailment of Analysis Branch 
activities that could be ended in recent months, and that he is 
constantly trying to end other activities as that may be possible. 
E. The program suggested to the branch head is aet out 
below. It is based on limiting functions of the branch to those 
strictly affecting public relations. The comments in paren-
theses are those of the branch head aa to the feasibility of the 
suggestions. 
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F. Analysis Branch Program 
RESEARCH SECTION- Discontinue "Report of Trends 
PRESS SECTION-
in Negro Press," include 
necessary material in overall 
survey of editorial opinion. 
( ?) 
Discontinue after Oct. 1 "Civil 
Affairs in Occupied and Lib-
erated Territory." (No) 
Discontinue "Wire Service Bul-
letin" and abolish section. 
(No) 
WIRE SERVICE SECTION-Discontinue "Press Digest." 
(Possible) 
!NFORl\IA TION SECTION- Discontinue "Periodical Digest." 
(Possible) 
CABLE SECTION- Discontinue work and abolish 
section. (No) 
RADIO !NTELI.JGENCE- Discontinue "Radio Digest." 
(No) 
PLANNING SECTION- Activate and strengthen. (Yes) 
FUF:'i"Illm SUGGESTIONS-Increase frequency of Report 
on Subjects of Current Army 
Public Relations Problems. 
Implement this report by ag-
gressive action programs to 
meet problems. (Yes) 
Continue Information Sheet ac-
tivity. (Yes) 
Discontinue Universal Military 
Training (Yes) and Post-
War Military Establishment 
Survey. (No) 
Discontinue Demobilization and 
Rehabilitation and Redeploy-
ment survey. (Yes) 
Set up this branch to act 
promptly in noting news de-
velopments and recommend-
ing desirable action to meet 
them. ( Y e:;) 
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G. From the above comments it appears that the head 
of the Analysis Branch sees some curtailment in the present 
activities of the branch as possible now or soon. Much addi-
tional curtailment would be possible if the work were trans-
ferred to the library where it belongs, and the same money and 
effort could be devoted to aggressive work to further public 
relations. 
-0-
48. Recently I was shown a piddling press release which 
the Air Corps forwarded to BPR for general distribution. It 
concerned the forniation of a group of baby sitters at an air 
base. An officer of the News Branch did not think it worthv 
of release by the Bureau and general distribution. I agreed 
completely. It was a good little local feature but by no means 
a national story bringing any particular public support for the 
Air Corps and the Army. In short, the story was not important. 
The News Branch officer s.uggested the story be killed, that is, 
not released by BPR for general distribution. I concurred, on 
the ground that the story was of the kind that makes 'charges 
of frivolity and hem-stitching stand up against Army pres• 
relations activities. 
49. I was told that BPR did not have authority to kill this 
story, had to release it willy-nilly when the Air Corps presented 
it. BPR, it seems to me, should have authority to shut off any 
publicity, anywhere in the Army, that is inefficient, trifling, 
unsound or otherwise objectionable for good reason. The gen-
eral t•eputation of BPR is going to be based on Army-wide pub-
lic relations activities, not on just what is done in tbe Pentagon 
Building. The public and news people are going to hold BPR 
responsible for all Army public relations activities, whether it 
is or not in actuality. BPR must have the power of veto to 
protect itself. 
-0-
00. Some of the correspondence I have seen from BPR has 
had a cold, stiff, austere tone. The strictly impersonal manner 
may be good form for military correspondence, but a lot of 
BPR's letters go to newsmen, editors, publishers, etc., who are 
not in the Army and who prefer warmth and sincerity in ex-
pression to form. A letter can be firm and still be friendly ; 
it can be factual without being lifeless. Bluntness is never 
good in dealing with newsmen, and demands are generally un-
enforceable. Especially in dealing with newsmen does a soft 
answer frequently turn away. wrath. I don't mean that BPR 
has to be namby-pamby or toadying. But it can be gracious 
without losing face; in fact, it will gain favor. In correspon-
dence a tone pitched between formality and familiarity is best, 
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both the stilted and the palsy-walsy attitude should be avoided. 
And BPR should remember that its correspondence is particu-
larly susceptible to getting into print or on the air some day or 
night. Think how the letter will look in print or sound over 
the radio. 
-o-
51. I suggest that BPR give careful consideration to the 
proposed move of the bulk of the Ground Forces Information 
(public relations) Section to Fort Monroe. While I realize that 
this is part of the policy of decentralization, I feel that this is 
one time when decentralization will not work well, and the 
Bureau will be losing strength that might well be incorporated 
in its body. 
A. Generally, newsmen are not going to have much 
contact with AGF public relations men at Fort Monroe. AGF 
public relations men will be operating pretty much in a vacuum 
and contacting newsmen only through BPR channels. I don't 
think this will prove very satisfactory, especially in the prompt 
handling of queries. 
B. The AGF group are going to be working for the 
largest component of the Army. They should be the source of 
much information about the Army, and they should be easily 
available to newsmen. Their presence in Washington, with a 
capable liaison group at Fort Monroe, would, it seems to me, be 
a great help to BRP, not only from an informational point of 
view but in manpower. 
C. The proposed plan seems to me to parallel the ac-
tion that the Navy might take in sending its public relations sec-
tion. to sea with the fleet. It would be better to leave it ashore, 
where newsmen can get to it, and let it release information re-
ceived from the fleet where and in the way that it will do the 
most good. 
D. I think this is one time when organization and 
Channels should be weighed against efficiency of results. On 
that basis, some deviation from the proposed set-up might be 
wise as far as public relations is concerned. 
-0-
52. I think the recent action in holding up release of the 
Doolittle Board report for a week was bad public relations. 
This report was in the nature of an indictment of the Army and 
it is not the American practice to withhold an indictment until 
the defense is ready. It is true that it was decided to release the 
report before the ~rmy answer was ready, but the delay of a 
week looked bad, hke an attempt at news manipulation on the 
part of the Army. Except in security matters, the Army has to 
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operate in a goldfish bowl, and the public is going to feel it 
incongruous, and dislike it, if the goldfish bowl is covered up 
half the time like a aanary cage. 
-0-
53. I have suggested that the occupation and military 
!(overnment job be pubicized to the American public by bring-
ing back to this country some personable officers and men who 
Are engaged in this work for a series of radio appearances, 
press interviews, etc. After their tour they would return to their 
work. 
A. This is the same practice that was followed with 
combat troops during the war in selling War Bonds and sellinl! 
the Army to the people. The suggestion wa. tabled on the ground 
that it is too much "direct selling" of the Army. 
B. What is wrong with direct selling? It worked dur-
ing the war for War Bonds and the Army. 
C. You can sell electric refrigerators and stoves and 
dishwashers in general by talking about a higher standard of 
! living. But you move General Electric refrigerators and stove< 
and dishwashers by direct selling. And you can sell militarv pre-
paredness and efficiency in general by talking about world con-
ditions, but you'll only make the Army stand out-as ag-ainst 
the Navy, Marine Corps, Air Force, development of the atom 
bomb-by direct selling. 
D. The Army is using direct selling in its most obvious 
form in its recruiting campaign. Why the timidity about sellin!( 
the Army's tough job in occupation and military government 
duties? 
-o-
54. It seems the thing that BPR most needs from an over-
all look at its operations is speed and authority in acting. A 
!(ood recent example of this was the charge of abolishment of the 
Marine Corps under the Army unification plan made before 
Congress by General Vandergrift. With the Chief of Staff in 
the Pacific, it took the Army five days to deny this telling 
charge. Apparently nobody could act with speed and authority 
with the Chief of Staff away. A denial five days after a charge 
is made allows five days for the charge to sink in and be ac-
cepted, and therefore loses effectiveness no matter how strong. 
The denial should have been made within hours of the char!(e. 
Anv reaction from the Army to news developments should 
cotne quickly to have the most effectiveness. 
A. The above is a major example. BPR daily presents 
lesser examples of inability to function speedily and with 
authority in meeting news developments. As long as this con-
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dition exists, BPR will function with only part efficiency in 
conducting public relations. 
B. The cure, it seems to me, lies in delegation of author-
ity to BPR by the War Department, and a greater awareness of 
the necessity for speed in BPR and in the War Department. 
This will not be a simple· thing to accomplish, but it is a very 
necessary thing. 
-o-
55. The Army must get over its tendency to protect Army 
per80nnel from publicity attending the ordinary hazards of 
life, including scandal. The withholding of the identification 
of Ariny personnel, casualties or otherwise, involved in acci-
dents, wrong-doing, scandals, etc., is without security or other 
sound basis and, is a form of preferential handling that sets up 
a barrier between "the Army and civilians. Army personnel 
have no divine -or other bestowed right of privilege over other 
citizens of the world, and the closer they live by the rules that 
govel'l! _the rest of the world, the better they will fit into the 
world.- Most people who do wrong don't want their names in 
the papers, but they get there, and this is accepted as a good 
thing. But the Army frequently tries to keep the names of its 
wrong-doers out of the papers, and the rest of the public re-
sents it. And when 20 persons are kiJJed in a train wreck, their 
names are published as soon as identification can be made. Bt>t 
if Army personnel are among the 20, the Army holds back 
their identification until next of kin are notified. Why? Either 
this is good practice for the whole conduct of life, or it is not 
good practice for the Army. And I don't think the Army is 
going to change the civilian practice. 
-0-
56. I think a new look should be taken at the purposes and 
operation of the Pictorial Section in view of the changeover 
from war to peace conditions. Where pictures were in demand 
during the war, they !lOW may have to be "sold" to publications. 
And -there is a vast store of thousands of war pictures that 
should not be allowed to rest in the files but which should be 
actively mined for the benefit of the Army. At present, as I 
understand it, this is not being done to any great extent, and 
only when the pictures are sought out, and picked out, by 
publications who come after them. 
57. It seems to me the Pictorial Section should under-
take an aggressive program intended to get photographs favor-
able to the Army in publications, and to make such photographs 
available from throughout the Nation. Such a program would 
go beyond the present, as I understand it, coverage of out-
standing news events, and would include human interest and 
feature photographs. 
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58. When I came to BPR a press release invited the send-
in&" to me of any complaints or suaeations. .As a result of this 
I have received a number of letters from friends and strangers 
who are familiar with Army pubUc relations. One of the sug-
gestions in these ·letters haa been llet out above. The following 
comes from a friend, a newspaperman of considerable experi-
ence who has been engaged as a civilian in handling Army pub-
lie relations during the war and since in an important activity. 
I have eliminated personalities. 
A. "I think the Army must realize that it haa done; 
generally speaking, a bum job. The baaie e&UIIe I believe to be 
two-fold. Firat, the organizational letup as It 11010 Bta!ldB will 
not permit much improvement, and, second, there Is a personal 
equation which will be dlfficnlt, if not lmpoaalble, to remedy. 
B. ".As for the first point, there Ia a remedy; but per-
haps I should enlarge on the base before putting on the roof I 
In the peaeatime Army, there Ia no traltNd pub1ie relations per-
sonnel that I know anything about, except for organizations 
like the Engineer Deparbnent. The public relations officers, 
by and large, have multitudinoUB other ualgnments, moat of 
which require all their time; they are ualped 118 public rela-
tions officers largely beeaUIIe Army Regulatiou require the 
ualgnment. Their activity conalata of algnlng !etten answer-
ing inquiries from various media. ' :Moat of theae letters are 
written In stiff 'double talk,' and fall utterl7 to accomplish 
anything except the aroW~ement of resentment; In Itself, this 
Ia not offered as a serious defect, but rether for purpoees of 
illustration of net results. In a word, the Army coDBiders pub-
lie relations 118 an lllegftimats ehlld. 
C. "Only rarely have I seen a high-ranking officer who 
had any interest whatsoaver In the problem or who proposed 
doing anything except what might be required. I wss particu-
larly fortunate In working for two years for a general officer 
who not only w88 keenly aware of the need, but who was active 
in his interest and efforts. I believe we can show In this Divi-
sion that It paya. Unfortunately, his sucee1aor 1acb the ap.. 
proach and much of what haa been accomplished Is rapidly going 
by the boards. I think (an editor) present attitude it Indica-
tive of the difference In the two men. General ( • ' ...• ) often 
went with me to call at (a newspaper), apent three da7l with ·· 
me on a trip with (an editor) and (an editor) of (anotber 
newspaper), and tried ~ hell to make direct contact with (a 
general of the army) when (an editor) wellt to (- of tile 
theaters) ; fallinc that, he wrote every Pnent· offlcar he tm.w 
In (an editor) behalf, n. MW- AM"'"'"'_, (AD editor). 
D. "The conclusion from all this, t!leb, Ia (1) plaCe 
public relatione on a proper level, which perti&pa Ia IIQDieWhent 
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between where I think it ought to be and that position it now 
occupies, (2) insist on commanding officers giving public re-
latious at least passing interest, (3) place trained and care-
fully selected personnel on public relations jobs, even if they 
must be civilians, ( 4) quit considering 'public relations' and 
'publicity' as synonymous and, therefore, gaging effects of the 
public relations program by the number of handouts circulated. 
E. "In the beginning I stated that 'there is a personal 
equation which will be difficult, if not impossible, to remedy.' 
My thinking here is, perhaps, unmentionable even from your 
position. I wave the West Point flag! The average Regular 
Army man has no more idea of the civilian mind and view-
point than does the proverbial man in the moon. He has never 
been a civilian. He has been taught superiority. He takes any 
criticism frc:im the public as being 'none of their damned busi-
ness.' He knows all the answers. Boy, you figure that one, out!" 
-0-
59. The following letter was received from an ·Army in-
stallation public relations man. He was PRO for the installa-
tion while in the .Army, was discharged, and was employed as 
a civilian in the same capacity. His letter refers to a BPR 
release about moving of the Coast Artillery School, sent out 
under the heading "Coast Artillery School to Move to Fort 
Winfield Scott in June," dated May 18, 1946. 
A. "I enclose a copy of a WD public relations bureau 
release which reached my desk today (May 24). It should be· 
perfectly clear to you why I don't slug a head on this vapid 
item and send it down to the local paper. We never even used 
this type of release in our camp paper here, except possibly 
for filler when we were hard up. 
B. "The Bureau also issues frequent releases relating 
to reunion activities of various Army divisions, or the organi-
zation of division societies around the country. Unless we had 
a local angle we weren't interested in stories· of this nature. 
C. "The Bureau's 'Continental Liaison Bulletin,' how-
ever, is useful and contains good stuff now and then. Also, 
we in the field PRO often get very long copies of speeches by 
War Department officials. These generally reach us after the 
wires have carried the story in the local papers and even so 
their length is prohibitive. As a result, they are sometimes 
read by local officers here and then discarded. Either we should 
get short, concise summaries in ADVANCE of the delivery or 
better that they weren't sent out at all. The wires always beat 
us into print on items of this nature, anyway. And right there 
you might suggest a revolutionary change! Just release ad-
vance copies of the speech to all PROs and let us get credit for 
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giving- local editors somelhing new, instead of !cttin~ the wires 
handle them. Or maybe this is TOO revolutionary!" 
-o-
60. Field PROs and COs must understan<l that community 
atti,·ities are as much a part of public relation>< as informa-
tional activity, and frequently can accomplish more good for 
the Army. 
A. BPI: should be the center for inspiring community 
relatiom activit)·, but the bulk of the work in this activity will 
ha\·e to ue carried on in the field. Different situations will 
require different approaches and handling. 
B. The main thing is that field PROs must be on the 
alert for opportunities to fit the Army into the activities and 
life of their communities. The urge to do this should flow 
constantly from BPR to the field PROs and their COs from a 
BPI! section which has this assignment. 
-o-
61. I have received complaints from Washington news-
papermen representing newspaf>ers outside of Washington that 
• BPR does not fairly apportion its morning paper and after-
noon paper releases. They say that morning newspapers 8eem 
to be favored, with an eye on The New York Times. They 
• point out that there are more afternoon newspapers than morn-
ing newspapers, and that the afternoons have greater circula-
.tion. 
A. I do not know what method BPR is following in 
setting up releases for a.m. or p.m. release, but I do know this 
should be carefully studied and watched, and that a sound sys-
tem should be followed to get best results and to avoid charges 
of rliscrimination. 
-o-
62. Here is a memorandum sent me by a Washington news-
i>aperman who represents several newspapers outside Wash-
ing-ton. It was seen and concurred in by other correspondents. 
A. "My chief eomplaint about the War Department's 
Press Branch is that whoever answers the phone works on the 
query. That is, the query may concern any of a dozen different 
fields of information, but it isn't referred to any individual 
who specializes in a particular field. 
B. "Under the circumstances, the War Department 
employees on the News Desk do a good job, and I'm surprised 
they're able to do that well, considering the range of their op-
erations. From my standpoint, however, the result is mostly 
pretty meager. I get an answer to my question, period. No 
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background information from a person conversant with the 
particular field. No help in analyzing or evaluating what I've 
got. Very rarely am I referred to anybody working in the field 
I'm interested in. 
C. "This sets up a pretty effective wall between the 
War Department and my newspaper. I rarely cover the War 
Department; I merely call up when I have a specific query. 
Thus, I don't get an opportunity to develop any sources and 
am entirely dependent on ~e Press Branch. Mostly, I'll get 
my query answered by a Civilian or an officer with no direct 
interest in the matter, whose instructions seem to be to answer 
the question and volunteer nothing. 
D. "It would speed up handling of queries and provide 
better service if people were assigned to fields of information 
in which largP. numbers of queries develop. The civilian emer-
gency agencies did that (WPB, OPA, CPA, etc.) with good re-
sults, both for the newspaper and the agency." 
-o-
63. Generally speaking, information about the Army and 
the War Department should be attributed to a specific War 
Department official by name. The policy of attempting to '"' 
attribute all information to a "War Department spokesman" 
has a good purpose but it is not a sound policy from the view-
point of practicality and public relations. 
A. The press and radio do not like to use the term 
"War Department spokesman" and similar terms. They 
strongly prefer to attribute information to a definite source. 
Many editors require this. 
B. Also, while it may be good policy, it is not in accord 
with human nature to require news sources to be anonymous. 
Any attempt to enforce that policy will only cause many of the 
news sources to save their information for speeches and public 
appearances when they will not be anonymous, or to leak in-
formation to places where they will get credit in mention. This 
tends to substitute conniving and subterfuge for a free and ~. 
wholesome flow of information that is under direction of BPR 
and that will have favorable public effect. 
-0-
c. BPR should be the PRO for every director and 
every division, section and branch of the War Department. 
This does not mean that BPR will supersede any director or 
unit, or will take away any credit due. 
D. It should mean that BPR will earnestly try to be 
helpful to each director and unit in public relations. And it 
means that BPR requires the help of each War Department 
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director and Ulllt in maintaining and furthering public rela-
tions so that the Army may accomplish its mission with strong 
public support. 
E. When any director or unit of the War Department 
releases information about the Army, the whole public should 
have that information. The information should be released so 
as to give it the widest possible public distribution. 
F. That does not result when information is released 
to any one agency and not released simultaneously to all. The 
prominence that may be given to the information by the favored 
agency is offset by the usual result in the other agencies either 
ignoring the information as stale, or paying it slight attention. 
Instead of getting more or less even prominence from news 
distribution agencies across the country, the information gets 
great prominence in one limited area and only spotty promi-
nence in the light of the general public. 
G. Widest possible public distribution of the informa-
tion has been prevented rather than achieved by this exclusive, 
and excluding, release of information . 
H. Another aspect of the limited release of informa-
tion is that it makes the source vulnerable to the next news 
• representative who co~s along and wants an exclusive release. 
If the source refuses, he is open to the charge of discrimination. 
If he trys to comply, he is soon in a tangle of personalities and 
exclusives. Public relations for the news source, and for the 
Army, deteriorate. 
64. The War Department is a daily source of news develop-
ments about the Army. The news developments should be de-
tected by the Army itself and they should be given to the public. 
BPR should stand ever willing and ready to prepare general 
releases of information and to take all necessary steps to give 
the information the widest possible public distribution. 
A. It may be that not one but a series of releases will 
be necessary. It may be that it will be best to arrange inter-
views, or a press conference to permit questions to be asked 
and answered by a director or his representative concerning a 
new program or policy. Whatever is necessary BPR should 
plan, arrange and supervise. 
65. BPR can do this only if it knows what is going on in 
the War Depa~ent. BPR needs to be informed about news 
developments in the War Department. BPR needs to be in-
formed about queries that are made directly to directors and 
units by news representatives. Requests for interviews should 
be channeled through BPR; BPR should be informed when any 
interview is given, and what was said. 
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A. BPR cannot function successfully without the co-
operation of every director and unit of the War Department. 
BPR cannot represent the War Department to the news agen-
cies unless it does, in fact, represent the War Department. Only 
by that whole cooperation and representation can BPR build 
up the Army with the public. 
26 
• 
• 
l 
